Top Automotive Execs 
Hear Commerce Chief at 
Outdoor Ad Luncheon 


ie Derroit—The full benefits of 
r economic power can be re- 
ized through efficient production 

d distribution working as a team, 
0 ecretary of Commerce Charles 
wyer said Thursday in address- 
s a luncheon of Outdoor Ad- 
rtising Incorporated, a feature 
> times the convention of the Outdoor 
jvertising Association of Amer- 


“Every gain in _ productivity, 

ery gain in effective distribu- 
as he yn means a more prosperous 

merica,”’ he asserted. 
MOVE secretary Sawyer stressed the 
portance of the distribution sys- 
m—the advertising, wholesaling, 
tailing and transportation of 
ods—to the continuing economic 
owth of the country. “Distribu- 
pn can provide the stimulus—the 
namic forward movement of our 
onomy,” he said. 
He also announced that a meet- 
g of the advisory committee of 
e advertising industry, formed to 
din the establishment of adver- 
ing service facilities in the de- 
irtment, will be held in Washing- 
n Dec. 9. 
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The Secretary commented on 
mplaints of the costs of the dis- 
ibution process. 
‘We sometimes forget that an 
portant part of our standard of 
jing in America is the conven- 
nce of knowing about the goods 
€can buy and being able to buy 
em quickly,” he said. “We also 
rget that advertising, retail- 
ig, wholesaling and transportation 
ave been crucially important in 
iiding the American mass mar- 
et. The mass market in turn has 
abled our manufacturers to pro- 
ice goods more and more ef- 
cen tly.” 
Secretary Sawyer said that any 
udy of the relation between dis- 
ibu'ion costs and retail prices 
lust recognize “the role of dis- 
-bu' ion in stimulating mass con- 
ion.” 
istribution costs have grown 
|! ecause marketing is less ef- 
than production, the Sec- 
said, but because mass pro- 
ln is normally concentrated 
| d fied centers of activity, while 
T«tG@sr vution becomes more and 
lore dispersed as the population 
cre ses and the markets change 
Ad lty og) :phically. 
“T e eriterion of the efficiency 
F di \ribution is the steady lower- 
fs «' prices to the consumer—in 
of what his wages will buy,” 
f a: serted. 
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‘general, the lowering of dis- 
ion costs is to be achieved 
zh the normal method—com- 
‘on among distributors,” Sec- 
Sawyer said. “The door is 
open to those who believe 
ave a way of bringing goods 
consumer at a lower cost 


Continued on Page 61) 


istribution Is Key 
yf Economy: Sawyer 


What best-seller list do you read? 
Yesterday's N. Y. Times Book Review 
reported 
THE DREAM MERCHANTS 
By HAROLD ROBBINS 
as a best seller, but did not report 
THE LONELY 
By PAUL @ALLICO 
Yesterday's N. Y. Herald Tribune Book Review 
reported 
THE LONELY 
as a best seller, but did not report 
THE DREAM MERCHANTS 
Merry Christmas to all 
and to all a good book 
ALFRED A. KNOPF, Publisher 


CHOICE—Alfred A. Knopf reads the 

Su.iday New York best seller lists, finds 

no unanimity, and rushes into print on 
Monday to point up the discrepancy. 


IH Starts Drive 


for Bigger Sales 
in Light Trucks 


Dealer Co-op Program 
Inaugurated in All-Out 
Campaign for New Line 


Cuicaco—International Har- 
vester Co. made an all-out bid for 
a bigger chunk of the light truck 
market last week with the start of 
its most extensive advertising and 
sales promotion drive, to promote 
“the most complete line of trucks 
in the world.” 

Cooperative advertising with 
dealers, for the first time, will 
play an important part in the cam- 
paign, which will continue well 
into 1950. 

(Continued on Page 65) 


$15-20,000,000 British Ad Drive 
in U.S. May Be Only a Pipe Dream 


New YorkK—Shortly after the 
first of the year it should be known 
whether British industry plans to 
spend $15,000,000 to $20,000,000 
for advertising and sales promo- 
tion in the United States—or 
whether it’s a publicity pipe dream. 

A detailed proposal for an ex- 
tensive advertising program in this 
country by the British Dollar Ex- 
port Board was presented to the 
board last July by David V. Char- 
nay, president of Allied Syndicates, 
New York public relations group, 
and John L. Sullivan, former Sec- 
retary of the Navy and member 
of the Washington law firm of Sul- 
livan, Barnard & Shea. Mr. Sul- 
livan is counsel for Allied Syndi- 
cates. 


a Since July, AA was told, Sir 
Grahame Cunningham, chairman 
of the board, and Sir Percy Lis- 
ter, one of the board members, 
have been in New York and have 
consulted with Charnay and Sul- 
livan. 

The proposal made by Allied 
Syndicates, Mr. Charnay told AA, 
calls for a national advertising 
campaign including all media, 
widespread publicity, trade fairs 
and a good will train to sell Brit- 


There’s Always 

an exception to a rule. 
See ‘Creative Man,’ Page 
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ish goods to the American public. 
The proposal is under considera- 
tion by the Dollar Export Board, 
Mr. Charnay said, which is an as- 
sociation of British industries 
somewhat similar to the U. S. 
Chamber of Commerce or the Na- 
tional Association of Manufactur- 
ers in this country. A definite 
answer to the proposal is expected 
some time in January, he said. 


a Allied Syndicates has been in 
operation three years and main- 
tains offices in New York and 
Washington. Until three years ago 
Mr. Charnay was a reporter and 
political columnist on the New 
York Daily News. 

The organization handles public 
relations for the United Mine 

(Continued on Page 64) 
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Days Over, 


ABP Turns to Service 


1,275 Celebrate 
Audit Bureau's 
35th Anniversary 


New YorK—Advertisers, agen- 
cies and media men gathered here 
last week to help the Audit Bureau 
of Circulations—lauded as an in- 
spiring example of self-regulation 
—celebrate its 35th anniversary. 

The 1,275 men who filled the 
grand ballrom of the Waldorf-As- 
toria heard P. L. Thomson, head 
of ABC, gratefully acknowledge 
the support of the bureau and 
pledge “our best effort to measure 
up to the future.” 

Most of the speeches were laud- 
atory, with only one vaguely sug- 
gesting the implications of circu- 
lation—notably “audience” figures 
—which have arisen since the bu- 
reau was launched. Lee H. Bristol, 
speaking as a representative of ad- 
vertisers, noted the increasing in- 
terest in circulation areas beyond 
“net paid” and said the entry of 
the ABC into these areas might 
work to advertisers’ detriment. 


ws The management of ABC, prin- 
cipally Phil Thomson, was the ob- 
ject of many admiring remarks 
from the advertisers, agency and 
media men gathered for the cele- 
bration of ABC’s 35th birthday. 
Edwin S. Friendly, president of 
the American Newspaper Publish- 
ers Association and vice-president 
and generat manager of the New 
York Sun, commented that the 
ABC “sprang into being to satisfy 
an economic need of publishers, 
advertising agencies and advertis- 
(Continued on Page 64) 


Last Minute News Flashes 
Grey Takes Over All Arden Advertising in U. S. 


New YorK—Elizabeth Arden has placed all domestic advertising 
with Grey Advertising Agency, which was recently named to handle 
Arden’s home permanent wave. The cosmetics maker last April had 
named the British agency, Coleman, Prentis & Varley, to handle all 
products on a world basis. Grey will take over the national account 
as well as advertising for all local salons in New York, Boston, Phila- 
delphia, Washington, Chicago, Los Angeles and San Francisco. 


American Bakers Ass'n Ups ‘50-51 Budget 50% 


Cuicaco—The American Bakers Association will expand its “Bakers 
of America Program” 50% in 1950-51, with a budget totaling $2,400,000 
to $3,000,000—$2,100,000 of which has already been subscribed by over 
1,000 baking plants throughout the country. The bulk of the $1,200,000 
1950 campaign, through Foote, Cone & Belding, will be four-color pages 
(and some half pages) in national, women’s service and shelter maga- 
zines and in weeklies, and is scheduled to break in April. 


P&G Pushes Ivory Snow via Radio Spots 

CINncINNATI—Procter & Gamble on Dec. 19 will launch a heavy spot 
radio campaign for Ivory Snow in selected markets throughout the 
country. Benton & Bowles is handling the drive, which is the first 
major spot push for the product in more than a year. 


Photographic Equipment Company Names Hickerson 
New YorK—J. A. Maurer Inc., manufacturer of photographic equip- 
ment, has appointed J. M. Hickerson Inc., New York, to handle adver- 
tising and publicity in business publications and by direct mail. G. M. 
Basford Co., New York, previously handled the account. 
(Additional News Flashes on Page 65) 


Billingsley, Leavitt, 
Others Talk at Clinics; 
Editors Elect Officers 


New YorK—The Associated Bus- 
iness Publications served notice 
here last week, both by precept 
and example, that it is a very 
much alive organization, and that 
it intends to be of greater service 
to its members and to the cause of 
business paper advertising than 
ever before. 

At extraordinary clinic sessions 
extending over two full days, 
ABP pulled an attendance of well 


For other news of the ABP meet- 
ing see Pages 6 and 51. 


over 400, the largest in the history 
of the association, and charted a 
course of continuing promotion on 
behalf of paid-circulation business 
papers, as well as a variety of ser- 
vices to various departments of 
member publications. 

A feature of the session was the 
luncheon talk Tuesday by Allen 
L. Billingsley, 
president of Ful- 
ler & Smith & 
Ross, who made 
an eloquent plea 
for greater mu- 
tual understand- 
ing and respect 
on the part of 
business publica- 
tions and adver- 
tising agencies. 

Mr. Billingsley 
pointed out that 
agencies are in fact “distributors” 
for publication products, and that 
there is great need for publications 
to understand and appreciate—and 
not merely “accept”—agencies and 
their role. The same holds true for 
agencies, which are not blameless 
in their relations with publications, 
and particularly business publica- 
tions, he said. 

Both agencies and _ publishers 
must take a real look at themselves 
and each other to see what can be 
done to make their relationship 
more solid, he said. 


A. L. Billingsley 


s Turning particularly ‘to prob- 
lems of the business press, Mr. 
Billingsley threw out the interest- 
ing suggestion that, while all other 
social ties seem to be weakening, 
the ties of man with others in his 
own field of business or in his own 
vocation are constantly growing 
stronger. 

Here, he said, may be an oppor- 
tunity for business papers to ex- 
tend their editorial appeal and 
their influence far beyond their 
readers’ purely business problems, 


| and develop material which will 
help these readers position them- 
selves in the social structure. 

As it is, Mr. Billingsley said, 
business papers not only overlook 
this social need but, by refusing 
to cater to it, actually force their 
readers to secure their information 
of social significance from other 
sources. 


(Continued on Page 66) 
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Selznick Names Gillham 


Robert M. Gillham, formerly 
eastern publicity and advertising 
director, succeeds Paul MacNa- 
mara as national director of ad- 
vertising and publicity of Selz- 
nick Releasing Organization and 
Vanguard Films. Mr. MacNamara 
has resigned to form his own pub- 
lic relations organization. Mr. Gill- 
ham was with Robt. W. Orr As- 
sociates before joining Selznick. 


Joins Pan Am Broadcasting 

Al Alperstein has been appointed 
sales promotion manager of Pan 
American Broadcasting Co., New 
York, representative of stations in 
Alaska and foreign countries. He 
formerly was advertising manager 
of H. H. Butler Stores, New York. 


Takes Over Management, 
Moves ‘The Tool Engineer’ 

The American Society of Tool 
Engineers will take over complete 
publishing management of its of- 
ficial publication, The Tool En- 
gineer, effective Dec. 7. 

Editorial and business offices 
are being moved to the society’s 
headquarters, 10700 Puritan Ave., 
Detroit. 


Plans Vermont Station 

Granite State Broadcasting Co., 
owner and operator of Stations 
WKBR-FM, Manchester, and 
WTSV-FM, Claremont, N. H., has 
been granted a permit by the Fed- 
eral Communications Commission 
to construct a new radio station in 
Brattleboro, Vt. 
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New YorK—Television sponsors 
who have hit upon selling tech- 
niques that go over well with the 
viewers may have larger “re- 
membrance scores” for their com- 
mercials than for. their full pro- 
grams. 

This finding is made in the 
Starch report on television com- 
mercials for October. Daniel Starch 
& Staff added a question to inter- 
views for its third monthly sur- 
vey to provide comparative in- 
formation on commercials (the 
only part of the TV shows pre- 
viously covered) and on the full 
telecasts themselves. 


@ Exactly half of the women in- 
terviewed in October recalled see- 
ing the Dunninger-Paul Winchell 
show for Bigelow-Sanford Carpet 


Co. on CBS, but three out of four 


ADVERTISING 
DEP’T. 


‘Been trying for weeks to hit a spot in lowa that the 
Des Moines Sunday Register doesn’t cover for him!”’ 


He'll never win at this game! The Des Moines Sunday Regis- 
ter goes into every lowa county—completely dominates 82 
of 99 counties with 50% to 100% family coverage. Has a 
state-wide family coverage of 70%. 

With a whopping 500,000 circulation (only 9 other cities 
have Sunday newspapers as big) the Des Moines Sunday 
Register wraps up America’s fastest growing market. (In- 
come last year up 32.8%—led the nation.) 

You can pin-point this vital state with one paper—the 
Des Moines Sunday Register. Reach 7 out of 10 of lowa’s 
5 billion a year spending families for a milline rate of 


only $1.66. 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER ann [RIBUNE 


ABC Circulation March 31, 1949: 
Daily, 368,165—Sunday, 513,001 
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Commercials May Be Recalled More 
Than Full TV Shows, Starch Reports 


women remembered the Bigelow 
sales message, Starch reports. 

Another high rating for com- 
mercials over full programs in 
Starch’s report was for Colgate 
commercials on “Howdy Doody” 
(NBC). The commercials were re- 
called by 56% of women, but the 
|show itself was remembered by 
‘only 34%. 

This unusual recall difference in 
part reflects “pro-commercial” 
wording of the questions, Jack 
Boyle, director of television re- 
search for Starch, points out. 


s To obtain program remembrance 
figures, programs are identified 
by name and sometimes by stars. 
Viewers are asked if they recall 
having seen a show in the past 
week (for shows aired once a week 
or more often) or in the past two 
weeks (for shows telecast every 
other week). 

In the case of multi-week shows, 
viewers were asked how many 
times they saw a show in the past 
seven days, and the number given 
was divided by the number of 
times the show was on the air to 
obtain a recall figure comparable 
with other programs. 


= Mr. Boyle pointed out that the 
odds are in favor of the audience’s 
recalling a commercial more often 
than a particular show, because 
the question on commercials is not 
confined to any time period and 
story boards are used as reminders, 
while programs are identified by 
name (and sometimes star) only 
and must have been seen quite 
recently. 

The October report shows a 
number of high remembrance rat- 
ings for commercials. Besides the 
Bigelow and Colgate figures, which 
gave the highest comparative rat- 
ing for commercials over full show, 
Starch reports that 48% of women 
remembered Pabst commercials, 
compared with 28% who recalled 
the most recent Pabst “Life of 
Riley” CBS show; and 83% re- 
membered Sanka commercials, 
against 64% who remembered “The 
Goldbergs” (CBS). 


s Sponsors who fared well among 


men viewers: Pabst commercials| president of the company. 


Advertising Age, December 5, 15 


53%, “Life of Riley” 24%; Bige| 
commercials 67%, “Dunni) g 
41%; B. F. Goodrich comme) cj 
51%, “Celebrity Time” 29%. 

Texas Co. also was notewcrt! 
Only 12% more men remem! er 
seeing Sid Stone’s pitch tha: 
membered the “Star Theater, }) 
since 83% said they saw the sho 
Texaco can be sure its messa ze 
well remembered. 


a There was a notable newcom 
in the enthusiasm (“like it so rou 
look forward: to seeing it”) depa 
ment. Ivory soap was in seco 
place with 47%, thanks mainly to 
99% liking score for women. Te 
aco was first with 57%—dow 
slightly from September’s 63° 
Runners up: BVD, 40%; Old Gold 
dancing package, 39%, and Sank 
37%. 

Philip Morris’ “Johnny” conti 
ued to set the pace in the dislik 
category, with a score of 23% fo 
men and 9% for women, Stare 
reports. Dislike on the Pall Ma 
spots, showing Pall Mall co 
pared with other brands after 
certain number of puffs, we 
from 21% in September to 23 
for men and from 13% to 174 
for women. Gillette’s TV sala 
pitch was slightly less irritating t 
men—19% compared with 20 
for the preceding month, but mo 
so to women—19% compared wit 
8% a month earlier. 

Mr. Boyle said advertisers w 
have been using identical comme 
cials or the same general tec 
niques for some time have the edg 
in remembrance over those w 
changed their video announce 
ments frequently. 

With liking, however, the re 
verse is true, the average comme 
cials tending to lose some of the 
appeal as the audience become 
accustomed to them, he added. 


GE Appoints Sahloft 


Willard H. Sahloff, recent 
president of National Enameli 
& Stamping Co. and previous! 
merchandise manager and a vicd 
president of Montgomery Ward 
Co., has been appointed managé 
of the receiver division of Ger 
eral Electric Co., Syracuse, effed 
tive Jan. 1. 


Alexander Leaves Pioneer 


Cornelius Alexander III has re 
signed as assistant sales manag@ 
of Pioneer Suspender Co., Phila 
delphia. His duties have bee 
taken over by Robert W. Nelly J 


housewares 
buyer 
in the stadium? 


Mass audiences are swell for football games. But for selling a specific 


oduct, 


you need an audience that’s ready to buy that specific product. Wh ® y° 
advertise in the Haire Specialized Merchandising Publication of you field, 
you're assured of finding your own buyers. Key men and women: ¢v 
merchandising field consistently buy and read the Haire Specialized F blice 
tion that reports the trends and developments in each field. 


the MEDAQECG BEE Specialized Merchandising Publicc 10" 


HOUSE FURNISHING REVIEW * HOME FURNISHINGS MERCH * 
CROCKERY AND GLASS JOURNAL * LINENS AND DOMESTICS 
AND UNDERWEAR REVIEW © INFANTS’ @ CHILDREN'S RF 
HANDBAGS ANDO FASHION ACCESSORIES 
GOODS * NOTION & NOVELTY REVIEW * COSMETICS & TO 
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: on = In a survey to determine which farm magazine was liked best by 
; rural families, National Analysts, Inc., found that of those reading 
| Country Gentleman and one or more other leading farm magazines, 


Country Gentleman is preferred by nearly 2 to | over Farm Journal, by 
over 2 to l over Successful Farming, by over 6 to Lover Capper’s Farmer! 


In an R. L. Polk survey of retailers in 8 major classes of business, 
D F A PR 8 iealers named Country Gentleman the “most effective force”’ in help- 


ing them sell rural customers—by 2 to | over the next farm magazine! 


Country Gentleman is No. 1 among farm magazines— 


and 42th among all magazines—in advertising revenuc! 


ADVERTISERS — 


KEASOW- Country Gentleman provides more and better editorial 
content to help readers farm better and live better — 
presents this help better, on big Curtis 680-line pages—with all the inviting 
brilliance of color and illustrations by America’s best artists and photog- 
raphers. Moral: He who serves best profits most. (Presentation showing how 


Country Gentleman serves rural readers better will be gladly made by your 


In over half of all U. S. countics, Country Country Gentleman representative.) 


Gentleman circulation exceeds that of the biggest 
weekly and biggest women’s magazine. 


bell | turn to Country Gentleman for Better Farming, Better Living 
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Allen, Bloomquist 
and 3 Agency Men 
Appointed by Lever 


CAMBRIDGE, Mass.—Preparing to 
shift its headquarters to New York, 
Lever Bros. Co. has created the 
new post of television manager 
and has added four new staff mem- 
bers to its advertising department. 

Heading the new television sec- 
tion will be John R. Allen, who 
joins Lever from Grant Advertis- 
ing, New York, where he has been 
vice-president in charge of tele- 
vision. Mr. Allen will coordinate 
and supervise all Lever television 


WHO 'S THE NUMBER ONE 
PRODUCER. OF ADVERTISING 
COMIC STRIPS * 


JOHNSTONE 
CUSHING ! 
155 6.44% ST. « 


activities. 

Howard R. Bloomquist, former- 
ly advertising manager of Toni 
Co., has been appointed advertis- 
ing manager for a group of Lever 
brands. Directing advertising for 
another group of Lever brands will 
be George B. Smith, who joins the 
company from a post as package 
goods account executive with 
Foote, Cone & Belding, New York. 

Paul Laidley Jr., formerly with 
Fred Gardner Co., New York, has 
joined Lever as an assistant ad- 
vertising manager. George T. Du- 
ram, most recently media director 
of Dancer-Fitzgerald-Sample, New 
York, will head Lever’s media de- 
partment. 


Picks Grant Advertising 


La Playa Products, New York, 
manufacturer of hair color blend- 
ers, has appointed Grant Adver- 
tising, New York, to handle adver- 
| tising of all products. Newspapers 
| and spot radio will be used. Morti- 
mer Lowell Co., New York, for- 
merly serviced the account. 


Coy’s Amherst Talk Indicates FCC 
Still Intends to Investigate Nets 


WASHINGTON—A major investi- 
gation of radio and TV networking 
and programming arrangements 
appears to be in the offing despite 
denials by the’ chairman of the 
Federal Communications Commis- 
sion. 

FCC has been under pressure 
from the Department of Justice 
to look into allegedly monopolis- 
tic contracts. Congressional sources 
said last week that the commission 
was sounding out members of the 
appropriations committees on the 
subject (AA, Nov. 28). 


ws FCC Chairman Wayne Coy has 
denied that he has approached 
members of Congress. Neverthe- 
less, it is generally believed here 
that the commission is seeking 
funds for a reexamination of the 


network regulations, which have 
been in operation since June, 1943. 

Some substance for this view 
was offered Thursday when Mr. 
Coy spoke at Amherst College. 
Noting that almost a decade has 
elapsed since the network inves- 
tigation, he said “there have been 
far-reaching developments in ail 
phases of broadcasting since that 
time. 

“In view of these developments 
the commission has long realized 
the desirability of another survey 
of network practices—not only to 
determine how the regulations are 
working with respect to standard 
broadcasting, but also to examine 
some of the problems concerning 
the relationship of networks to 
talent bureaus and recording com- 
panies and also to examine care- 


HUGE IMMEDIATE 
AND CONTINUING \ 
DEMAND FOR ALL 
TYPES OF MASS 
HOUSING & FEEDING 
PRODUCTS 


(© MEET the ever-increasing demands put upon them .. . to 
maintain their physical plants on a practical, economical basis 


. . to increase efficiency and sanitation . . . 
of their dining and housing facilities . . . 
to perform these and the many other serv- ~ 


personnel relations . . . 


ices vital to successful, profitable operation . . 


to raise the standards 
to better customer and 


. institutional man- 


agement as a whole has embarked on a gigantic program of 
expansion, remodeling and refurnishing of present structures and 
construction and equipping of new buildings. 

Evidence of this comes from all parts of the country and is con- 
firmed in the latest survey conducted by INSTITUTIONS Magazine 
among 40,000 mass feeding and mass housing establishments. 
Actually upwards of $9,000,000,000 has been ticketed for projects 
now planned or under way during the current year. This money 
will be expended on products that fall in hundreds of categories, 
the major classifications of which are listed below. 

Here is a market of tremendous proportions which is actively 
and constantly in motion. It’s a market that is ready and waiting 


for your products . . 


PLANNED INSTITUTIONAL 
EXPENDITURES FOR THE 


NEXT 12 MONTHS 


leis 
IRRESISTIBLE RAISED ROLL FORMULA | 


ee 


(| Snpbitutions %\\ 


. right now. This is the market which is served 


reach 

which make ep the motion 
© Hotels 

© Hospitals 

*® Schools 

Colleges and Universities 
Industrial Cafeterias and 


Steamship Lines and 


© Railway Systems 
Airlines 


INSTITUTIONS Magazine and INSTITUTIONS CATALOG DIRECTORY 
factors in 


Shipyards * Architects, E 
Decorators 
Other Institutions 


the following institutions 


ineers, 
Designers 


in all its phases only by INSTITUTIONS Magazine and INSTITU- 
TIONS CATALOG DIRECTORY. If you are not familiar with 
the many ways in which these publications can serve you . . . if 
you want to know how you can obtain your full share of business 


in the institutional field . . 
tising Agency without delay. If you 
agency write direct. ° 


Lamps Elevators 


MAJOR PURPOSES FOR WHICH THIS $9 BILLION IS BEING SPENT 


. we urge that you Consult Your Adver- 


do not have an advertising 


MAINTENANCE Chinoware, Silverware, RE-EQUIPPING 
and REPAIR Napery Fire and Safety 
Paint Bedding and Towels Equipment 
Floor Cleaning Business Machines Kitchen and 

P t and Suppli Office Equipment Laundry Equipment 
Maintenance Chemicals Refrigeration 
Maintenance Machines REMODELING Inter icati 

Heating NEW CONSTRUCTION 

REFURNISHING Air Conditioning Construction 
Furniture Plumbing General Furnishings 
Draperies Lighting Food Service and 
Carpeting Structural Changes Other Mechanica! 


Equipment 
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fully the effect of the regulaticns 
in the FM and TV fields.” 


ws He observed that the chiin 
regulations—limiting the amount 
of option time a network may ob- 
tain from member stations—were 
applied to FM and TV in toto with- 
out further investigation. 

“It is entirely possible,” he ce- 
clared, “that the conditions in FM 
and television are sufficiently dif- 
ferent from those in AM that 
other or additional regulations are 
needed to protect against mono- 
poly.” 

Mr. Coy’s Amherst speech was 
devoted mainly to FCC’s role in 
promoting freedom of speech un- 
der the First Amendment. 

“I conceive it my duty to make 
every effort to curtail the freedom 
of radio station licensees to be un- 
fair or use their licenses solely for 
their own private benefit rather 
than for the public interest,” said 
Mr. Coy. 


s He said he admits that FCC's 
actions restrict the licensee’s free- 
dom. 

“They restrict,” he said, “his 
freedom to be unfair. They restrict 
his freedom to use his publicly 
owned frequency for his own 
whims or caprices. They abridge 
his freedom to use a source fre- 
quency out of the public domain 
that belongs to all the people to 
dole out time to his pets or use it 
for himself and his own interests 
and to withhold it from those 
groups with whom he happened to 
differ. 

“They abridge his freedom to 
dodge his responsibility to operate 
his station as an open forum for 
all the conflicting interests of the 
community instead of as a private 
chattel to do with as he will. They 
abridge his freedom to evade his 
responsibility as a trustee.” 


Hiss Sponsors ‘Flying Feet’ 


Hiss Shoe Stores, Los Angeles, 
started sponsorship Dec. 3 of the 
“Flying Feet” program on Cali- 
fornia stations of the ABC Pacific 
Network. The program is aired 
Saturdays, 10-10:30 a.m., PST. Ho- 
nig-Cooper Co., Los Angeles, han- 
dles the account. 


(Advertisement) 


At press time NBC Spot Sales’ most 
valuable station break availabilities 
were: 


10:30 P.M. Sunday following 
Take It or Leave It in New York (WN8C) 
Nov. 20 Network Hooper —14.2 


x * 


8:30 P.M. Saturday following 
Your Hit Parade in Chicago (WM °°) 
Nov. 19 Network Hooper —10.‘ 
Precedes Dennis Day —15.1 Hoop ’’ 


x * * 


10:30 P.M. Tuesday following 
Big Town in Schenectady-Albany- °°Y 
(WGY) 
Nov. 15 Network Hooper —13. 


x * * 


10:30 P.M. Saturday following 
Judy Canova in Cleveland (WT/ ‘) 
Nov. 19 Network Hooper —14.- 


For these and many other ch ‘c¢ 
availabilities, call 


NBC SPOT SAL °5 
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” said LISTEN TO DAVID R. BARNOW, GENERAL SALES MANAGER OF 
BELTONE, “AMERICA’S FINEST ONE-UNIT HEARING AID”... 
FCC's 
’s free- 
4, “his **It is no accident that Beltone has been a consistent user of 
tri ; i 
uublicly space in the Popular Fiction Group. 
S own 
paid **We and our advertising agency, Ruthrauff & Ryan, Inc., 
ce ire- 
domain realize that with a ‘thin market’ item like a hearing aid, it is 
le t . 
. md m advisable to reach out to the largest number of prospects. So 
em naturally the big circulation, of a group like Popular, appeals 
_* to us ... as well as Popular’s responsive, all-fiction appeal. 
lom to 
operate The thing which surprised and gratified us, however, was the 
um for : , os , 
of the excellent quality of the inquiries we received. 
private 
vaeed “The percentage of actual sales made by distributors to 
1S 
; people who answered our Popular pages, is actually higher 
et’ than the average of the publications we use. 
ngeles, 
ny A “This is one of the factors which has helped Beltone’s 
pone growth since its foundation in 1940, to leadership in the entire 
ST. Ho- ae , 
“s a hearing aid field.” 

HERE’S HOW YOU, TOO, CAN SELECT THE MOST EFFECTIVE MASS MAGAZINES FOR YOUR 1950 PROGRAM 
te There are 57 magazines or groups with circulations of a million or editors use to win and hold readers. These editors are successfully 
S more. Pretty difficult to pick one, two or a dozen out of that num- _ selling the same market you sell . . . why not let them guide you? 

ber .. . and be sure that you are getting maximum coverage. One of these avenues is fiction. And POPULAR—100 percent fiction 
s’ most ‘ , , . 

t . .. with 2,150, t lation... 
abilities But are there 57 different mass markets? Of course there aren't... “ SLSR EED quenemogs seamatan ete 


F , recognized leader in the fiction field. 
there's only one mass market. All 57 magazines serve this market, 


6 Write today for your and the only basic difference between them is the different ways Popular now hen rondly a new book, “The 8 Magazine Avenues to 
- free copy of “The 8 Magazine they have of getting there. me Mass Market which fully Gescribes this method of media selec- 
pe ae ey ee ee tion, classifies magazines by editorial approach, tells you what 
Actually there are 8 avenues to your market. These are determined, leading advertisers are successfully buying magazines this way 

not by a magazine's masthead, but by the editorial appeal the today. Write now for your free copy. 


q Popular 
vm ONE OF THE 8 BASIC WAYS TO GO TO MARKET . .. F ICTION 


13. 

. 

, Group 
ng 
NTS 4) 
14.- . MAGAZINES OF ADVENTURE, ROMANCE, 

MYSTERY, SPORTS, RAILROADING, 

ch. ice DETECTIVE AND WESTERN TALES. 
Ls 


205 EAST 42ND STREET, NEW YORK 17 N.Y. * 333 NO. MICHIGAN AVE., CHICAGO 1, ILL. » 427 WEST FIFTH ST., LOS ANGELES 13, CALIF. + 617 MONTGOMERY ST., SAN FRANCISCO, CALIF. 


Prepared by Royal & deGuzman 
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Two Business Papers Agree to Have ARF 
Readership Studies; ABP Seeks a Third 


New YorkK—Two publications 


,of Business Paper 


Readership, 


have already agreed to readership | which has been principally sup- 


checks under the sponsorship of 

the Advertising Research Founda- 

tion, and it is hoped that an addi- 

mh. tional publication will be avail- 
able for study during the year. 

News that the Continuing Study 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 
‘o., Inc. 


/ported by Associated Business 


Publications, will be continued and 
expanded next year was revealed 


ABP Meeting 


Tuesday at the clinic session of 
ABP here. 

The two papers which have al- 
ready agreed to cooperate are 
Chemical Engineering and Amer- 
ican Builder. One issue of each— 
the issue being undisclosed so as 
to ensure a normal editorial and 
advertising content—will be stud- 


ied during 1950. 


ws Each of the publications has 
agreed to finance the costs of the 
studies, which were reported by 
J. S. Crane, vice-president of Sim- 
mons-Boardman Publishing Co. 
and chairman of the ABP research 
committee, as “a minimum of $17,- 
500.” 

In reporting to the session, Mr. 
Crane reported that the ABP al- 
ready has invested some $75,000 
in the preliminary research and 
in Study No. 1, that of Automotive 
Industries. 

J. F. Apsey, advertising man- 
ager of Black & Decker, and chair- 
man of the Continuing Study, em- 
phasized the vital need of buyers 
for more facts on business paper 


editorial and advertising reader- 
ship. He called studies of this kind 
the finest type of creative selling, 
and warned that competitive seil- 
ing tends to be destructive. 


Clayton Joins Artkratt 

W. B. Clayton, who has been 
with the Chicago office of Republic 
Steel Co. for the past three years, 
has joined the sales department of 
Artkraft Mfg. Corp., Lima, O. He 
will work on sales for Artkraft 
Sign Co., a division of the corpora- 
tion. 


Ruberoid Names F&S&R 


Ruberoid Co., New York, manu- 
facturer of asphalt and asbestos 
roofing and building materials, 
switched its advertising account 
Dec. 1 from Hanly, Hicks & Mont- 
gomery to Fuller & Smith & Ross. 


Advertising Age, December 5, 1949 


Dry Goods Dealers 
List 14 Types of 
Imports They Want 


WASHINGTON—The National R>- 
tail Dry Goods Association Tue ;- 


| AX 


ed sow 
ec. are 


SELLS 


They spend the most 


where the most is spent 


“Without saying anything, bring out a black Homburg.” 


Copyright 1949, 
The New Yorker Magazine, Inc. 


extra purchases. They spend the most where the most is spent. 


THE 


NEW YORKER 


No. 25 WEST 43xnp STREET 
NEW YORK, 18, N. Y. 


THE PEOPLE 


OTHER 


PEOPLE 


copy 


82% of THE NEW YORKER’S circulation is concentrated in the 41 city-trading areas where most of 
the retail dollars are spent. Repeated checking of charge accounts shows NEW YORKER 
subscribers to be among the best customers of the best stores in these rich trading areas. This 
explains why THE NEW YORKER, year in, year out, carries more retail advertising than any other 
magazine. NEW YORKER readers are profitable customers—the ones who make the 


|day provided the Economic C)- 
‘operation Administration with a 
list of more than 400 items which 
merchants would like to buy from 
Marshall Plan countries. 

The list, drawn up in coopera- 
tion with the Association of Buy- 
ing Offices, was more than a year 
in preparation. Turned over to 
European producers, it will be 
used in a drive to boost the sale 
of European goods to U. S. con- 
sumers by $2 billion. 

In submitting the list to Eco- 
nomic Cooperation Administrator 
Paul Hoffman, B. Earl Puckett, 
chairman of the survey committee, 
observed that loans and grants 
are no lasting answer to Europe's 
economic ills. 


es Mr. Puckett, who is president 
of Allied Stores, expressed hope 
that government participation in 
trade can be eliminated so that 
individual business men can con- 
duct their own affairs. 

ECA considers the list—covering 
14 separate categories of merchan- 
dise—a major contribution toward 
boosting Europe’s exports and im- 
proving its dollar-earning capa- 
city. Mr. Hoffman holds that “Buy 
American” campaigns are eco- 
nomically unsound. 

“It is utter nonsense to say we 
would be importing unemployment 
by increasing our imports,” the 
ECA chief told the retailers. “‘U. S. 
dollars spent abroad are back in 
this country within 60 days.” 

Mr. Puckett felt it would be 
difficult for European producers to 
get a strong foothold in the U. S. 
market for most of the non-luxury 
items included in the list. 


a “The American producer wil! 
always be the chief source of 
supply for the American con- 
sumer,” he said. “The would-be 
European producer of goods for 
the American market must not fail 
to appreciate the initiative and 
resourcefulness of the American 
producer against whom he must 
compete for consumer favor.” 

The 14 categories of merchandise 
on the ECA list are additional to 
wines, toys and luxury goods, cur- 
rently imported. The categories 
are: 

Blankets; boys’ furnishings; 
china and glassware; infants’ wear; 
curtains; floor coverings; girls 
wear; housewares; draperies; 
men’s clothing (including suit fab- 
rics); men’s furnishings (including 
shirt fabrics and footwear); piece 
goods and linens; small leather 
goods; and women’s accessories, 
including scarves, neckwear, hand- 
kerchiefs, gloves, handbags and 
lingerie. 


Gaustad Takes New Post 


Einar Gaustad, formerly ad 
tising manager of Holsum P 
ucts, a subsidiary of Jewe' 
Sherman Co., Milwaukee food 
cessor, has been appointed ex 
tive director of the Greater 
waukee Committee for Comm 
Development. 


er- 
yd- 


ro- 
cu- 
lil- 


Elects John C. Brennan 


The Great Atlantic and Pa 
Tea Co., New York, has ele ' 
John C. Brennan, secretary 0! 
company’s midwestern divisio! 
the past 23 years, as vice-presi< 
Mr. Brennan will continue to s' 
as division secretary. 


Always Dependable Quality and Ser 


TWIN CITY | 
ENGRAVING COMPANY 
208 S. STATE ST. ST. JOSEPH, 
PHOTO ENGRAVING - ART-COPY-LAY 
+ f& ONE COLUMN CUT OR A 
COMPLETE COLOR BOOKLET 


* baer <gae Libs. ae ea Tel a ee oer. libel. as Ss eee, ee Nitin RT Lee A, ae a Sige oe eet a 
a 2 ada Z A ies & tg oe SP es a fue ks Beane Se ene x Bea yor si pee 7 ee 8. ols a ene. eit B Eo Pe os Ss ine bet pe oe t ieee iF; 
MT Sie ga ee : eee ae enter ee an nt ort Bee hy ere hy ee ie eee gee eee ee Fes es. ae Core rer cwe 
ae eee tier ary Lt > aS caret oer fe a ee Shed ee es Seer ee eee eee ee es get! 4 “4 
a mene : ‘ . aoa ae 3 ae Fe ze oe Ape au ee ae Cae a Mee Tee oe ces in Scat : , : e's nil eas es aan ae et tas 2) im —- 4 tee: Ze ey ie. ; wake 
oa ae re rae i ee orn * se “A Gh eas Peet: . | <a re aad Sane ae ge et ee CO en een ee, ate ee ee 
| \ ie ee bit ge a ee ag Aree Be ic a, ee ee MS ye ce Ae Ree ea EA. iad et gan alia Ss Sy, ee ae bee oe ite Peeper eo ree hr eee me, ae 
‘ie ae ‘ 
ge Bik: Ee - 
Pee ee, 
- ; 
Er ieee 
xp a 
a 
a 
| “iy: lal | 
ns | — —EEE - 
oe | 
a ae oa 
eRe : 
ee 
Poe 
Le 
aris 
ere 
= | | | 
| 
| 
: | 
> % ® . 
ae 
aa" 
a, 
<f i ' 
a: es 
a : 
ists, |, . 
; : 
| ee 
: - 
‘6 ~ 
_— : 
—_ 
a ~ 
; ~ : >. = ~ pen » 
~~. ee EI it ie. 
it ; ‘] ee ‘a = J > rh & 
he! a | a ce. ale — ———e 
. F See 
; 4 Pek \ i dpe wanbic 
~ som ey ; , i me a) 
“ a am ’ y ; 4, » 
: ‘ - ae : 
; ne i ceietie enemas ’ : f] 
ap aR | ~ rr) — ae 
-" SS eon ; > 4 \ te 
{9 25 5= f oak \ . : - ’ 
= : anil at ae ~ wey oe 
; S\ aaa iad | ," : 
. bs — ae we ? Volk 
- m ’ / { ; 4," , 5 p ee. : -— F it. : 
% re —— — : > Sime 
tai _ 4 we AS 5. 
Sa = * Ss : asi aielia = y ft ‘ — 
"\ ges a p atl ee i é ‘ " E 
safe : \i roe ty je a - f i eS ay Sand * : 
- ii * . {4 , a % d tel ‘ Ls 
a 4 i 3 on pie - a 
| / q j 7 7 ‘j Oe => ‘ La “+ ple = Sa 
A Fe ed ‘ Pea Oe % ad 
: rae . oe ae ~4 ees 
Ne ‘ ial i ba * WJ 7 “2 ’ o : bit owtes pe mi | » b * | 
< . 4 ‘ a eR tee “ a mee ' * e 
ne ’ 2 Rae as “Ay _ 0 ee by ‘ . oY ee — oe. 
ae ae oe . ss $ i * ¥ e " a bs 4 A a ; z ee 
Rh : if se ss ¥ a , : se SS 3 sa 
cu AN : if” . [Pai ae i : 4 -— 4 < f 
“ . oS >. a | aN —f uy at = Se 
; ' : ee \ Ne 4 as a3. 5. , ; hake 
% 3 ie ae oa oy F fea 
rt . Hi, ae 2 : * ~ | 
Se | fi gaa & . : Py 5 ee - . oa a . 
. > i ia: al =) A is igs | th bs ‘ ‘i F } 
: P , = ‘ 3 5 - # 
Bi ¥ '4 Bas . ag gh f 7” ‘4 | i Z o 
2 oT oe - \ Rs ‘i be 4 ie * 4 * ae 
P ; \ ~ - a , | 
= leer ys rie f, & 
3 | os Ki m ‘ P 
a 7 ; / Pras ‘ 
a - v | 
a « \ | 
tats we ‘ 
ach - j ; 
oui me 
iar 
ay 
Sel 
‘os 
# | 
vA | 
aia PC | 
Rogar 
es ae . 
Se | 
(cy ee 
a oe | 
ish y sine 
aa 
ae 
gi. am 
iept: See | 
& | & 
ity 
| | | ed 
ed 
ee 
| ve 
: | 
Pe - 
2 i ee ae 
ee 
vi oa ee ‘ | y 
Ft Ree 
So 4a hes. 
see Nona cee alee * ‘ t ; ; ; 
ee sah 2 a oad Be r pai ze 3 4 , ‘ » ee rg TP te OEE: PUR Ie 3 ; Tle als Fe! iby Sager ; iv : ed oy Te eS ras 
rn preted RMR are eee TEEN rr eae vs sy : . . : ; , Pe 2 Ps ee Se eT ee ROMO De ect Shas Me ep et SSE ae RE i ies Bie aM CAT Te Ve 
; st . / ae oe 5 : pias es, ; ees s x @ > ss z one) ee, ee “ ; a 
3 A aan. 


nt 


ial Re. 
| Tues. 
lic Co- 
with a 
; which 
ty from 


poper a- 
f Buy- 
a year 
ver to 
Vill be 
he Sale 
S. con- 


0 Eco- 
istrator 
-uckett, 
mittee, 

grants 
urope’s 


‘esident 
d hope 
tion in 
30. «that 
in con- 


overing 
srchan- 
toward 


nd im- 

capa- 
it “Buy 
e eco- 


yack in 


_” 
. 


uld be 
icers to 
e U. S. 
-luxury 


ar will 
irce of 
1 Ccor- 
yuld-be 
xds_ for 
not fail 
ye and 
nerican 
e must 
or.” 

handise 
onal to 
is, cur- 
egories 


hings; 
3’ wear; 
girls’ 
yeries; 
1it fab- 
cluding 
+ piece 
leather 
ssories, 
, hand- 
gs and 


EES 


me secret of successtul advertising 


CITS A SWEATSHIRT) 


YOUNG & RUBICAM, INC. 


Advertising © New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City London 
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Langley, Last on Payroll, 
Resigns from BMB 


Cortlandt Langley, the last exec- 
utive on Broadcast Measurement 
Bureau’s payroll, has resigned as 
assistant to the president and di- 
rector of subscriber service of the 
bureau. Dr. Kenneth Baker, act- 
ing BMB president, is on loan 
from National Association of 
Broadcasters, which pays his sal- 
ary. The present setup of the bu- 
reau, which has headquarters in 
New York, has been dissolved as 
of July 1. 


Karriall to Rowe & Wyman 


Karriall Co., Cincinnati, man- 
ufacturer of utility trailers and the 
Karriall Kamper, has appointed 
Rowe & Wyman Co., Cincinnati, 
to direct its advertising. 


—_——__ 
LCT DEX, ocean etal 
Sales managers: se- 
- 


cure and turn more inquiries into big- 
ger sales! 


Fresh, proven sales pro- 


motion plans show you how! Complete, 
ready to use. Exclusively industria], 
Fact-packed Résumé on request! 


IDEA-DEX, 5252-8, Broadway, Chicago, ll. 


FTC Split Over 
Steel's Offer in 
Pricing Dispute 


WASHINGTON—The Federal Trade 
Commission revealed officially 
Thursday that the steel industry 
is ready to agree to abandon the 
basing point price system, but that 
the FTC staff is split over the 
next step that the commission 
should take. 

Lynn C. Paulson, assistant chief 
trial counsel, who has handled the 
basing point prosecution of the in- 
dustry, has negotiated a settlement 
which. apparently eliminates the 
monopolistic factors which FTC 
has been fighting for more than 
30 years. 

But Richard P. Whitely, chief 
trial counsel, has advised FTC that 
it has no authority to accept the 
agreement without completing the 


hearings which have been under 
way for nearly two years. 


es Under the agreement, steel com- 
panies agree to quote f.o.b. mill 
prices wherever desired. They re- 
tain the right to quote delivered 
prices, and absorb freight, so long 
as they do not “lessen competition 
unlawfully.” 

The companies also agree to act 
independently in computing base 
prices, freight and other charges. 

Mr. Paulson told the commission 
that the agreement provides “ap- 
propriate relief” in the public in- 
terest against the undesirable ele- 
ments of the basing point system. 


a “By making this proposal,” he 
said, “the respondents are indi- 
cating that they have reconciled 
themselves to the fact that the 
time has come for them to give 
up their outdated administered 
price plan. Decentralization of in- 
dustrial centers, arbitrarily cen- 
tralized by reason of the old bas- 
ing point system, may be expected 
to begin, and the public will have 


the opportunity to effect any sav- 
ings in transportation costs that 
may go with truck and water 
transportation.” 

Mr. Whitely confined himself to 
jurisdictional and procedural as- 
pects rather than the merits of the 
proposed settlement. He claimed 
FTC is powerless to issue a con- 
sent order until it has completed 
hearings and arrived at findings 
that an offense has been com- 
mitted. 

The commission has asked in- 
terested parties to indicate sup- 
port or opposition to the positions 
of the two staff members by Dec. 
12. 


Gordon Appoints Herman 


Sam Herman, formerly with 
O’Neil, Larson & McMahon, has 
been appointed copy chief of Phil 
Gordon Agency, Chicago. 


Monthly Changes Format 


California Farm Bureau Month- 
ly, Berkeley, has changed to a tab- 
loid format. The line rate remains 
at 60¢. 


CalCClrs 


start with 
an 


A cross mark in an I.C.S. coupon is a 


question mark as well. Someone else 


is seeking instruction that can broaden 


knowledge .. . sharpen skill . . . point to 


the next step up. 


Specialized advertising brings these 


famous coupons to the attention of 


millions. Day by day, coupon returns 


afford a running check on the effective- 


ness of campaigns. This year marks a 


record high in courses studied by students 


of International Correspondence Schools, 


the world’s largest educational institu- 


tion, and our client since 1896. 


N. W. Ayer & Son, Inc. 


Philadelphia, New York, Chicago, 


Detroit, San Francisco, Hollywood, Boston, Honolulu 
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Grant Names To} 


Execs for Army 
Air Force Work 


WASHINGTON—Top executive 
Grant Advertising were called 
Wednesday for a briefing on 
Army and Air Force recru 
campaign, which the agency t 
over on Jan. 1. 

Following a meeting with A 
and Air Force officials, it was 
nounced that Howard A. Jx 
executive vice-president and 
of the central creative staff, 
be group chief in charge of 
recruiting campaigns for Gran 

The general planning comm 
on the account will include 
tually the entire top executive 
sonnel of the Grant agency, 
cluding David H. Echols, ex 
tive vice-president in charge o 
New York office. 


a In addition to Will C. G 
president, the “task force” 
Wednesday included Mr. J 
Mr. Echols and George D.: 
Grant copy chief. 

Mr. Grant told AA after 
meeting that his agency pro; 
to handle research, copy plan: 
production and placement on 
account from Chicago, where 
Jones makes his headquarter 
staff of about 12 will be assem 
here for on-the-spot servicin 
the account. Andrew Hov 
Grant copy chief in Detroit, 
be moved to Washington. 

In all, the agency expect 
have about 100 persons, in « 
of its offices, on the account. 

While most of the key persc 
will be from the existing G 
organizations, Grant is taking 
four men currently on the jol 
Gardner Advertising Co. Mr. G 
said some additional personnel 
be hired here and in other of! 


a Among the Gardner people 
ing to Grant is Kermit Har 
account executive on the Air F 
portion of the job. An acc 
executive for Army is to be 
lected from the Grant roster. 
In addition to Mr. Jones, 
Echols and Mr. Drake, the 
command on the account is t 
clude Loren C. Moore, vice-} 
ident and art director of al! 
fices; Kay Sheldon, research d 
tor of all offices; George McGi' 
media director for space; F 
Reed, media director for radio 
TV; Harry Holcomb, chief o! 
dio and TV production, and H 
White, planning for productio: 
Despite his assignment on 
Army and Air Force account, 
Jones remains head of the « 
tive committee for the agency. 
Grant said, and continues 
Folger coffee, an account h« 
had since joining Grant as | 
president eight years ago. 


Lyman Hill Joins Wood 
to Head Western Division 


Lyman L. Hill, formerly he 
the western branch of ANPA’ 
reau of Advertising, has b« 
western di’ 
manager of 
Wood & Co. 
York, resé 
organizatio! 
appointmen 
incides wit! 
establishme! 
a permaner 
fice in Chic 

Mr. Hill 
past preside 
the Amer 
Marketing 
sociation, 
chairman of the census adv 
committee of the AMA, anc 
1947 chairman of Rotary Int: 
tional’s magazine committee 
is adviser to the Secretary of | 
merce for the National Dist 
tion Council. 


Lyman Hill 
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Important News for Every Advertiser 


HERE IS THE ‘“‘PEOPLE’S CHOICE” IN MAGAZINES 


THE TOP 15 MAGAZINES ON THE NEWSSTANDS OF AMERICA! 


POSITION MAGAZINES NEWSSTAND CIRCULATION % GAIN OR LOSS 
Jan.-June Jan.-June Jan.-June Jan.-June ‘49 vs. 
1949 1948 1949 Jan.-June ‘48 
1 rs cartes cen ie seks. cces 2,282,205 2,051,347 —10.1 - ae 
2 Ladies’ Home Journal.......... 2,091,865 2,026,032 — £1 Dell Beusi - 
3 Saturday Evening Post......... 1,740,891 1,730,600 — 06 
4 True Confessions ............. 1,778,158 1,467,799 175 Modern Group 
5 OO Se es operas 1,637,844 1,456,985 —11.0 still a 
. Woman’s Home Companion. .... 1,502,192 1,365,804 — 91 - 
7 Ks 6 Conbadine <oGeees iad 1,374,002 1,331,325 — 3. the only group 
4 MIRED 5; céveddie'ss vlecaene 1,335,409 1,261,069 — 546 with , ee 
4 ee WP ke PE 1,335,976 1,228,734 — 8.0 - ope 
10 Better Homes & Gardens........ 1,118,661 1,223,602 2 magazines 
" Good Housekeeping ........... 1,116,056 1,124,907 
12 Modem Rementes ............ 1,040,645 —*1,043,117 in the top 15! 
13 Tig wi vi dalek acdak oi0'bhe 957,409 1,034,739 ; 
14 ERE EE re 1,031,865 1,030,461 
15 Modern Screen ............... 931,557 977,653 


These are the latest A.B.C. figures, just out, on newsstand sales for the first six months of 1949. 


Why is Newsstand Circulation so Important compared to total Circulation? 


Because it represents demand. When month after month 
people take the trouble to go to a newsstand to buy a maga- 
zine at full copy price, they want that magazine. This is 
important to advertisers who want to sell to women through 
magazines that women want: 


modern romances has largest percentage of newsstand gain 
in the top 15 for the past two years. (11.9%.) 


modern romances gained largest number of copies for the 
past two years in the top 15. (110,854 monthly average.) 


modern romances presents the youngest married woman au- 
dience in America— 74% married or engaged, median 
age 23. 


DELL MODERN GROUP # <a 


modern screen is the only screen magazine among the top 15. 


modern screen gained more circulation on the newsstands 
over the first six months of 1948 than any other screen 
magazine. 


modern screen, modern romances, are two of the five maga- 
zines to show an increase over "48. 


deil modern group’s increase on newsstands is largest of the 


major women’s groups, in copies sold and percentage gain. 


dell modern group is only major women’s group in which 
each of the individual magazines has shown a gain for 
this period. 


er, n Nar # ¥ 


Dell Publishing Co., Inc., 261 Fifth Avenue, New York 16, N. Y. 
* “The strength of the individual magazines is the real measure of every group.” 
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Footnotes 


By G. D. CRraIn Jr. 


The series of articles which 
ADVERTISING AGE has been running, 
dealing with the adventures of its 
editorial staff in purchasing denti- 
frices in drugstores, has attracted 
wide attention, indicating that ad- 
vertisers are keenly interested in 
what happens to their products 
when a consumer meets a retail 
salesman across the store counter. 

One of the questions which this 
series has raised is just how much 
assistance a manufacturer can rea- 
sonably expect from retail sales- 
people in merchandising his prod- 
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uct. As a matter of fact, no gen- 
eral statement of this kind could 
be made without qualifying as to 
the product, the type of store, the 
price and a lot of other practical 
considerations which determine the 
merchant’s policies as to the 
amount of creative salesmanship 
he can afford to put back of any 
product or class of products. 


@ In the case of dentifrices, where 
the market is dominated by a num- 
ber of well-known, well-adver- 
tised brands, and where a new 
product, such as an ammoniated 
dentifrice, is introduced only with 
the backing of a powerful adver- 
tising campaign, the area within 
which even the most intelligent 
and well-informed retail salesper- 
son can work is definitely limited. 
Most customers know what they 
want when they come into the 
store, and the job of the salesper- 
son is to provide the item and ring 
up the sale. 

Of course, the store plays a vital 
part in the whole merchandising 
program, not only by stocking the 


product, but by giving it good dis- 
play, using window cutouts, coun- 
ter cards, etc., and definitely iden- 
tifying itself with both the product 
and its advertising. That is the 
way much of the impulse buying 
of low-price items is successfully 
stimulated. And it’s as far as most 
retail merchants feel that they can 
or should go in their coopera- 
tion with suppliers. 


ws Many retail druggists and other 
merchants whose sales _ consist 
largely of advertised brands fre- 
quently complain about the rela- 
tively low markup which the man- 
ufacturer’s discount policies pro- 
vide. But the latter, because he has 
assumed the function of presell- 
ing through advertising, is con- 
vinced that the retailer gets both 
rapid turnover and low sales cost 
for the very reason that no special 
push on the part of the retail 
salesman is needed or expected. 
Magazine publishers have been 
studying the drug store as an im- 
portant outlet for single copy sales, 
and are planning to tie in with the 


important research of the National 
Association of Retail Druggists, 
which will ascertain actual sales 
costs by departments, rate of turn- 
over and other factors which de- 
termine net profit even more than 
markup. The magazine circulation 
experts expect that they will be 
able to show that their type of 
merchandise moves out of the store 
rapidly, and that the sale requires 
little time or effort, averaging 17 
seconds to complete a transaction. 


ms There are many other types of 
products, sold through many kinds 
of stores, which do require crea- 
tive salesmanship. Not only drug 
stores, but department stores, ap- 
pliance stores and others handling 
products which carry fairly im- 
portant price tags, are confronted 
with this problem. This is especial- 
ly true in a highly competitive 
field where the merchant handles 
only a few of the entire range of 
available products. He must not 
only plan to contact prospects 
without waiting for them to come 
into the store, but also to be able 


SAN FRANCISCO HAS FOUR 
GOOD DAILY NEWSPAPERS 


BUT one San Francisco newspaper leads the other 
three dailies in city circulation, in general advertising, 
in retail advertising and in total display linage. 


Advertising Age, December 5, 1949 


to demonstrate to prospective pi r- 
chasers the merits of the particu ar 
line he carries, as to design, pr ce 
and other factors. 

In cases of this kind, where the 
customer is not completely n- 
formed as to brand characteristi:s. 
and is not sold on any particu ar 
make, the function of the ret,j| 
salesman becomes tremendou:|y 
important. The fact that some min- 
ufacturers have utilized him ‘ar 
more successfully than others is 
usually the measure of the extvnt 
and value of the retail sales tra.n- 
ing programs which they have sup- 
plied. This work is getting more 
recognition all the time as manu- 
facturers realize the extent to 
which retail sales personnel can 
make or break a product on which 
the producer may have spent mil- 
lions in design, production, <cis- 
tribution and advertising. 


@ It has often occurred to me that 
one of the ways in which manu- 
facturers could improve their op- 
erations in this field is to make 
better use of business papers in 
retail distribution fields in terms of 
providing sales know-how to the 
dealer’s personnel. Most trade pa- 
per copy talks about sales poten- 
tials, profit possibilities and pro- 
motion programs, without going 
too far in the direction of showing 
salespeople how to sell it against 
any and all competition. 

Most good dealer publications 
have fine readership among retail 
sales staffs, and consequently the 
advertiser should visualize his au- 
dience as consisting not merely of 
store managers and buyers, but 
also of many other individuals who 
are responsible for closing the sale 
when the interested prospect ap- 
pears on the scene. Better cam- 
paigns addressed specifically to 
retail sales personnel would do a 
lot, along with other types of re- 
tail sales training, to insure the 
right kind of presentation across 
the store counter. 


Cory Promotes Ken Rutter 


Ken Rutter, who joined Cory 
Corp., Chicago, in 1945, has been 
promoted to assistant sales man- 
ager of the corporation’s Cory 
products division. He will super- 
vise administrative work in the 
handling of the national sales 
force. 


SAN FRANCISCANS 


For five consecutive years this newspaper has led the 
dailies in circulation in the city and county of San Francisco. 
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SAN FRANCISCO'S LEADING DAILY NEWSPAPER 
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PRESENTED BY WHAT’S NEW IN HOME ECONOMICS 


now in its 4th month* with a 


DATE BOOK is a magazine within a magazine. 
Printed as the Student Section of WHAT'S NEW 
IN HOME ECONOMICS—the magazine 78.3% 
of the nation’s home economists rate 
first in the field—DATE BOOK is guided 
into the hands and mind of the teen-ager 


pass-along circulation of 


by her home economics teacher. Wherever 
WHAT'S NEW IN HOME ECONOMICS 

is used as classroom material, DATE BOOK 
is recommended by the teacher and 
circulated among the students, for whom 

it is especially written. 

DATE BOOK features the material teen- 
agers want and need .. . teen-age fashions, good 
grooming, cosmetics, foods, careers, home decorations, 
and personal problems. 

DATE BOOK reaches the very heart of the mass 
teen-age market—1,128,000 product-conscious home 
economics students—the girls who receive DATE BOOK 
directly from their teachers. In addition, DATE BOOK is 
subscribed to by home economics and other students 
and by 4-H Club members. 

NOW ... your advertising story can reach the mass 


HARVEY and HOWE, INC. 


919 N. MICHIGAN AVE., CHICAGO 11, ILL. 
500 FIFTH AVE., NEW YORK 18, N. Y. 


WEST COAST—Blanchard-Nichols, Inc. 
633 Westmoreland Ave., Los Angeles, Calif. * 2020 Russ Bidg., San Francisco, Calif. 


teen-age market with the never-before impact of 
guided reading. For further information, write or 
telephone your DATE BOOK— WHAT'S NEW IN HOME 
ECONOMICS representative at any of the Harvey and 
Howe, Inc., offices. 


*Originally presented as Flair in the September, 1949 issue of 
WHAT'S NEW IN HOME ECONOMICS. 
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The Continuing Need for Broadcast Data 


Once again, the future of Broadcast Measurement Bureau seems to 
be hanging in the balance, as a result of the recent action of the board 
of directors of National Association of Broadcasters, in cutting the 
operation loose from its original moorings. 

BMB has had a stormy and extraordinarily insecure existence, some 
of this trouble no doubt stemming from some lack of foresight on the 
part of its original sponsors and its management and technical staffs. 

But the difficulties which Broadcast Measurement Bureau has en- 
countered should not prevent a clear realization that it, or some com- 
parable measurement bureau, is more greatly needed now than ever 
before in the history of the broadcast medium. 

Next year, and in the years to come, buyers and sellers alike will 
need more data on listenership than they have ever needed in the past, 
simply because the patterns of listening and viewing will be chang- 
ing more quickly, and in more different directions, than has ever be- 
fore been the case. 

Purchase and effective use of radio and TV time in 1950 and the 
early years of the second half of the century will be more difficult al- 
most day by day, and the absence of basic listening data might make 
it almost impossible. 

Thus it becomes clear that, no matter how or under what auspices, 
the basic job which Broadcast Measurement Bureau is supposed to do, 
will have to be done—and paid for. 

Once that premise is accepted, it behooves every organization and 
individual interested in broadcast advertising to extend their best 
efforts toward the development of or continuation of a measurement 
service which will function efficiently and economically, and merit 
the support and the confidence of all segments of the industry. 

The quicker such a unified and positive approach can be developed, 
and the sooner the present uncertainties about BMB’s future are dis- 
sipated, the better for all. 


Is Advertising a Profession? 


Occasionally, as voices have been raised among advertising men in 
favor of “developing professional status’ for the advertising business, 
we have jumped at the opportunity to scoff at the idea, and to insist 
that advertising is a business, and ought to stay that way, instead of 
pursuing the will-o-the-wisp of professionalism. 

We had an idea that our scoffing at an “advertising profession” was 
not too popular, and that many advertising men and women yearned 
to be identified as professional people. 

Consequently, we were pleasantly surprised, at a gathering of work- 
ing advertising men recently, to discover that the inadverient refer- 
ence to advertising as a profession by one person was the signal for 
two important agency principals to deny the accusation, with consid- 
erable vigor. 

All of us like to find someone who agrees with us, and the vigor- 
ous attack on the concept of advertising as a profession—an attack 
even more direct than any we had made—naturally pleased us. 

In the sense that anyone who practices any pursuit as a livelihood 
is a professional, almost any worker, including the workers in the 
vineyards of advertising, are professional. And they ought constantly 
to strive to be better workers, more ethical and more alert to the so- 
cial implications of their work, and thus more “professional.” 

But advertising is a business tool, and the advertising business is a 
business. To think of it as anything else is extremely dangerous, not 
merely to advertising practitioners, but to the economy as a whole. 

The connotation of professionalism, which we fear is in the back of 
the minds of many who urge such status for advertising, is one which 
is almost diametrically opposed to the climate in which advertising 
flourishes most and performs its functions best. 


—Ford Times 


“She wonders if we can deliver it with a spare bumper instead of a spare tire.” 


What They're Saying 


Miss Luce’s Shoulder Is 
Through Being Cried on! 

Friends, Clients and Country 
Men, 

I’ve come to bury Friendship 
till after hours—not to praise it. 

I am moving this week to Room 
1013 from #426 at 30 N. La- 
Salle... 

I am stepping up my rent and 
general expenses and I am going 
to set up a policy of as few per- 
sonal calls during the day as pos- 
sible (long distance are O.K.) and 
i’d like them kept off my main 
sine. I want no personal visits dur- 
ing the day and any business must 
be by appointment. Office 426 was 
a lot of fun and had many pleasant 
memories but I have almost lost 
my health and very nearly lost 
my reason down there. I am glad 
it’s gone. 1013 is a business office 
and to be respected as such and it 
is for the transaction of business 
on my part, and not a salon for my 
friends... 

I am not interested in listening to 
anyone’s troubles during the day, 
either personal, legal, marital or 
business; otherwise I’ll have to 
charge $10 an hour to do it. I am 
ordering a Worry-Well to throw 
your troubles in and I’ll put mine 
there, too, and maybe throw in a 
poy friend or two who have caused 
me worries and gray hair the last 
few moons. 

I am not interested in any money 
raising schemes whatsoever: Ju- 
venile Delinquency, Rice, U.S. 
freasury, Racing, Bingo, Aviation, 
etc., and I hope any who have 
sought me for this purpose will 
cease and desist in the future. 
Otherwise I’ll have to add to my 
expense by putting on a bouncer 
from one of the night clubs I 
serve. 

I am not interested in working 
on commission “for the big money 
you can get, with the important 
people you know.” I am not in- 
terested in working on commission, 
period. I WorK Strictty ON RE- 
TAINER FEE, AFTER A QuiIcK LOOK 
In THE CASH DRAWER. 

And, friends, be advised: I have 


plenty of accounts, restaurant, 
cafe, finance, sports world and 
some personality build-up; at the 
present I need only time to serve 
them, and I don’t want to “fly in 
all directions” at once. Further, I 
am a little sick of being invited to 
lunch or dinner and then having a 
promotion thrown in my face, and 
usually by people who expect it 
“for free.” Occasionally I like a 
social evening to laugh and have 
fun; I am not an automaton, to 
Keep going 16-18 hours a day. My 
brain gets tired, too. I have a few 
clients I like to eat with, but they 
shoot square and we have been 
«known to have fun over our lunch 
or dinner, too. They know who 
they are and where they stand 
with me. I do get tired of being 
exploited for my so-called “‘amus- 
ing” qualities and I get sick of 
people who think I’ll give them 
professional services on a conven- 
won or function “for free’ just be- 
cause we're friends. I am not going 
to arrange little functions or “get 
the gang together” which ties up 
my day and my phoné for a day, 
and sometimes the day after on 
“post mortems” for the privilege 
of an evening I could live without, 
and anyone who does it to me will 
be charged at my usual rate of 
$100 (One Hundred Dollars) and 
up, a day, and expenses—or $50 
(Fifty Dollars) and up per eve- 
ning, and cab fare. If any cus- 
tomers spill liquor on my expen- 
sive clothes or burn holes in my 
fur coat or think it’s fun to wreck 
my $35 (and up) berets, that’s 
extra and I will expect a compen- 
sation fund, same as the Legion... 

On fees, my publicity and Public 
Relations fees are $100 a day, pay- 
able in advance, and I am not fus- 
sy whether you throw it over the 
transom as you come in, or pull it 
out of your wallet, before you sit 
down... 

TIME MARCHES ON AND TIME is 
what I need the most of. 


—Marion Valerie Luce, convention 
and travel service, sales promotion 
and publicity, in a two-page, single- 
spaced, mimeographed notice to her 
friends, acquaintances and clients. 
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Rough Proofs 


The chief trouble with com- 
mercial radio on buses, from the 
standpoint of the articulate mji- 
nority, is that you can’t take it or 
leave it alone. 


Dr. Gallup reports that twice as 
many people favor A&P in its anti- 
trust battle as lean toward the 
government, and the Messrs. Hart- 
ford hope this time he’s right. 


Milton Berle was Father Knick- 
erbocker in New York’s great 
Thanksgiving Day parade. He ex- 
plained that he was doing it on 
behalf of Macy’s, and he’d like to 
be half of Macy’s. 


Triangle Sign Co. reports that 
its black light outdoor bulletins 
are stopping traffic throughout the 
Midwest. 

Anybody get a ticket? 


“Some poeple can’t think of any- 
thing but home,” says The Ameri- 
can Home. And then, as the gal in 
“Miss Liberty” remarks, it takes 
a lot of home work to keep some 
guys there. 


You can’t expect a retail sales- 
man to try to switch a Lucky 
Strike smoker to Chesterfield. 
After all, that’s what they’re pay- 
ing Bing Crosby for. 


Esquire is printing the covers of 
Ladies’ Home Journal, Good 
Housekeeping, McCall’s and Wom- 
an’s Home Companion to empha- 
size the virtues of the service 
magazines. 

The idea is, never underestimate 
the power of a woman nor the 
man who pays her bills. 


John Donnelly & Sons, the New 
England outdoor company, wil! be 
one hundred years old in 1950. 
Just goes to show what the vig- 
orous outdoor life can do for a man 
or an organization. 


Lansing Chapman says “credil 
at the printer’s” isn’t a sin on the 
soul of a publisher. Nor on the 
soul of a printer, although 2@ ot 
of printers became publishers | us 
that way. 


George Jessel, who emceed the 
Elgin American Thanksgiving °!e- 
vision show, said it wasn’t the 
greatest ever, but he pointed ou! 
that it was at least worth the) rice 
of admission. 


A successful agency exec ‘iv 
says he wants to sign “as 1 a! 
ager, coach or player with a: 
pennant-minded team in a bi. :¢ 
faster ball park.” 

He’s using the Bill Veeck ° 
mula. 


Candy sales are dropping, ‘"° 
Department of Commerce rep “* 
Maybe the industry could rev ™? 
a well-worn slogan and sug 
“Reach for a sweet instead 
Lucky.” 
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In the first 10 months of 1949 


THE PHILADELPHIA INQUIRER 


PUBLISHED MORE THAN 
1,065,000 CLASSIFIED ADS =| 
AMOUNTING TO 7,137,000 LINES’ } J 


87% more linage than the 


second newspaper carried 


Non-professional advertisers as well as professional prefer THE INQUIRER from 
practical experience. This preference has given THE INQUIRER a 21-year leadership 


in classified advertising! 


THE INQUIRER, on either a 6 or 7 day basis, carries more classified advertising and more 


classified advertisements than any other daily or Sunday newspaper in Philadelphia. 


*Source: Media Records 


TED W. LORD, Empire State Bidg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 448 S. Hill St., Los Angeles, Michigan 0578 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Anguirer 


Exclusive Advertising Representatives: 
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Bendix Promotes Fordyce 


R. W. Fordyce has been named 
general sales manager of the Ben- 
dix television and broadcast re- 
ceiver division of Bendix Avi- 
ation Corp., Towson, Md., succeed- 
int E. C. Bonia, who has resigned. 
Mr. Fordyce was formerly in 
charge of the eastern Pennsyl- 
vania territory as a district mer- 
chandiser. 


Offers 45rpm Premium 


RCA Victor, Camden, N. J., as a 
special Christmas promotion fea- 
ture, will give a $10 “introductory 
album” of 45rpm records to every 
purchaser of a $39.95 portable 
45rpm phonograph. The company 
has prepared a number of dealer 
aids to publicize this offer, which 
became effective Nov. 28. 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 
fo., Inc. 


Miami TV Station 
Uses Device to Air 


Horse Race Results 


Mrami—Video Station WTVJ 
last week began telecasts of horse 
race results by means of a new 
device called the Resultascope. 

Television viewers see dummy 
horses flashing past the grandstand 
at the park where they are racing. 
The device uses a photograph of 
the grandstand as a background. 
The “horses” are equipped with 
the numbers of the actual win- 
ners. 

Following the telecast “finish” 
of a race, the Resultascope shows 
a close-up of a miniature tote- 
board, listing all prices paid. 


s An invention of Max J. Weis- 
feldt, vice-president of Miami's 
Charles Anthony Gross Advertis- 
ing Agency, the device is designed 
as part of one-minute commer- 
cials. It provides time for opening 
and closing product selling. 


Blatz Brewing Co., Milwaukee, 
has signed with Mr. Weisfeldt and 
WTVJ to sponsor all racing results 
at Tropical, Hialeah and Gulf- 
stream parks during the current 
season. 

Mr. Weisfeldt, together with Mr. 
Gross of the agency, has formed the 
Resultascope Co., and plans to li- 
cense other video stations to use 
the machine. 


Promotes Gift Certificates 


Van Auken Inc., subsidiary of 
Penn-Ohio Steel Corp., is using 
business papers in the automotive 
supply field and The Saturday 
Evening Post to urge the use of 
holiday gift certificates for its 
line of automobile grille guards. 
Albert Frank-Guenther Law, New 
York, is the agency. 


Hemingway to Open PR Oftice 


Frank Hemingway, formerly 
business manager of American 
Forest Products Industries Inc., 
will open a public relations office 
on Jan. 1. Offices will be located 
at 406 E. Fourth St., Jamestown, 


N. Y. 
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Frank Blames Continued Consumer 
Resistance on Business Inefficiency 


New YorK—Continuing buyer 
resistance is a direct result of a de- 
cline in business efficiency, plan- 
ning and management, according to 
Goldalie Frank, president of the 

Contempo Agen- 


cy. 

“The soft era 
has ended,” she 
contends, “and 


advertising suc- 
cess must now be 
gained through 
harder selling, 
which creates 
public inclination 
to buy.” 

Miss Frank had 
18 years of ad- 
vertising experience in the depart- 
ment store and agency fields, as 
art director, production manager 
and account executive, before 
starting her own organization. She 
also writes a column on advertis- 
ing ideas for the Department Store 


Goldalie Frank 


{T'S EASY WITH 
THE RIGHT COMBINATION! 


Gift-laden St. Nick is apt to find himself the target 
for any number of ingenious combinations devised to 


separate him from his treasures. Advertisers will find 
only one RIGHT COMBINATION to reach the tre- 
mendous billion and one-half dollar potential of the 
Memphis Market . . . the two Memphis newspapers 
(316,498*) with an optional daily combination rate 
savings of |3c per line. 
*ABC Publishers’ Statement 3-31-49 


Scripps-Howard Newspapers 


MEMPHIS PRESS-SCIMITAR 


THE COMMERCIAL APPEAL 


Economist. 

Miss Frank is convinced that 
sales volume will rise sharply pn 
1950. “Manufacturers,” she c>- 
clares, “have refused to be frig} t- 
ened by the depression talk of tie 
past and are shrewd enough to 
view advertising as an investment 
rather than as an expense that cin 
be cut when the going gets a lit le 
tougher.” 

By way of illustration, she cited 
the increased budgets of such firms 
as General Mills, Emerson Radio 
and Hickok Mfg. Co., and pointed 
out that retrenchment on the part 
of such advertisers might well 
jeopardize all of their advertising 
investment. 


@ Miss Frank was sharply criti- 
cal of store managements which 
plan advertising by intuition rath- 
er than on the basis of sound mer- 
chandising principles, and stressed 
the need for better budget plan- 
ning. 

Commenting on the rising ad- 
vertising overhead costs which 
force smaller agencies to bid for 
larger accounts, Miss Frank noted 
that the smaller agency today 
should “concentrate on making 
big ones out of small ones.” It’s 
simpler, she believes, to promote 
a $10,000 account to $100,000 in 
billings than to solicit and secure 
an account of that size. 

“Get the bread-and-butter ac- 
count,” she urged, “and then with 
careful planning use every con- 
ceivable advertising and sales aid 
to build it up. From there on, you 
can continue to hold the account on 
a basis of continued actual per- 
formance. 

“The small agency should be 
ahead of the account and grow 
just a little faster,” she observed. 
“It must sell ideas as well as 
space. Build the account and it will 
help to build you.” 


Littman Heads Nat'] Glaco 


Benson Littman, who joined 
Ekco Products Co., Chicago, 30 
years ago, and has been vice- 
president of the baking division 
since 1946, has been elected presi- 
dent of National Glaco Co., Ekco’s 
new subsidiary. National Glaco 
will make available to wholesale 
bakers a process called Silicoating, 
which eliminates daily greasing of 
baking pans to remove loaves. 


THERE'S CONCENTRATED 
BUYING POWER IN 
WINSTON-SALEM 

LOOK AT THE EVIDENCE 


1948 
DRUG SALES 
$3,385,000* 
SINCE 1940 AN INCREASE 
OF . 
178% 


*SALES MANAGEMENT 1949 
SURVEY OF SUYING 
POWER 


WINSTON-SALEM TWIN CITY 


JOURNAL and SENTINE 


MORNING SUNDAY EVENING 
KELLY-SMITH COMPA 
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They read 
House Beautiful 


they want the 


building 
materials 

and they get 

the finest because 


they read 


(Advertisement) 


Which Side of the 
Counter do YOU 
Want to Sell? 


Among one magazine's most 
loyal subscribers are 50,000 
retailers— more retailers than 
subscribe to any other magazine 
in America 


Smart retailers know that selling 
products designed for home improve- 
ment is a lot easier when you’re as 
well informed on new trends as your 
customers are. To keep well- 
informed, retailers turn to the mag- 
azine they know their customers 
accept as most authoritative—the 
magazine that exerts the greatest 
influence on customer tastes and de- 
sires. That’s why more than 50,000 

ople in the retail field subscribe to 

ouse Beautiful—the magazine that 
sells both sides of the counter all 
year round. 

But the trade’s confidence in House 
Beautiful doesn’t stop with those 
50,000 subscriptions (the biggest bloc 
of retailer subscriptions any maga- 
zine in the country can point to, by”® 
the way). Retailers know the very 
name House Beautiful signifies re- 
liability; distinction, and authority 
to their customers. That’s why they 
give more of the voluntary com- 
mendation of tie-in advertising to 
House Beautiful than to any other 
magazine in the field. 

And retailers go still further to 
demonstrate their faith in House 
Beautiful. They advertise in House 
Beautiful. According to PIB, the re- 
tailers of America annually back up 
their belief in the sales-producing, 
customer-moving power of House 
Beautiful with over a million dollars 
worth of national advertising. This is 
almost twice as much as retailers 
spend in any other home magazine, 
incidentally. 

There’s a moral to this story: To 
be successful, you have to sell both 
sides of the counter. And you sell 
both sides of the counter more— 
more easily—when you let House 
Beautiful help you. 


Could You Use 
Some Pull? 


Competition re-awakens 
advertisers to one tried- 
and-true way of making sales 


A Midwestern chair manufacturer 
recently rantwo advertisements. One 
was a black-and-white quarter-page 
in a large mass weekly (cost $4315). 
The other was a four-color full page 
in House Beautiful (cost $4000). The 
results taught him a couple of facts 
about pulling power. 

The black-and-white qpentes-peg» 

ulled 630 inquiries. The House 

eautiful advertisement pulled 
1,550. For every inquiry the mass 
weekly delivered, House Beautiful 

roduced 2.5. Still, the mass weekly 

ad more than ten times House 
Beautiful’s circulation. 

Figure out the cost-per-inquiry 
for yourself. You’ll see why more 
and more advertisers are getting 
back to that soundest of selling fun- 
damentals: — Every advertisement 
pays its way when it’s in a book that 
has pull. 


House Beautiful 


The magazine that 
creates more Sales Action 


DON’T LET YOUR WIFE READ 
HOUSE BEAUTIFUL unless you 
want her to buy a house. 


He reads 
House Beautiful 


he builds 


builds more houses 


because he reads 


‘House Beauhful 


The magazine that 
sells both sides of the counter 
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New Gift of Month ClubIs International 


SEATTLE—A new wrinkle in gift 
clubs, supplying monthly gifts 
shipped from foreign countries di- 
rect to the U. S. recipient, has been 
established with a general office 
here and a buying office in Paris. 

Called the International Gift of 
the Month Club, it was established 
this summer and now, AA’s re- 
porter found, is doing very nice- 
ly. Promotion is solely by direct 
mail—from Paris. 


pao ai 


() 

élks 

market 
Or 


SPORTING 
GOODS 


Elks rate unusually high as 


men with a yen for recreation 
—59% fish... 45.1% hunt 
..+ 31.5% play golf... 
31.7% bowl... and 19.3% 
are photography fans. 

In The Elks Magazine, you 
reach over 970,000 Elks who 
are well fixed financially— 
men who can afford to indulge 
in their hobbies. For Elks have 
a median annual combined 
family income of $5,472.33 
—twice the national average. 


YOU'LL SELL IT... 
IF YOU TELL IT IN 


THE 


MAGAZINE 


NEW YORK - CHICAGO 
DETROIT + LOS ANGELES 


Sidney C. Anschell, an importer 
and exporter, founded the bus- 
iness. He set up offices in Seattle, 
where he has lived since 1941, 
then went to Paris to handle buy- 
ing. Mrs. Anschell handles the Se- 
attle end. 


s For $12 a member will receive 
12 consecutive monthly gifts, each 
from a different foreign country. 
For $6, a member receives six con- 
secutive monthly gifts. What the 
gifts will be is a matter of surprise. 
The sales literature does not tell; 
| neither does Mrs. Anschell. Nor is 
there a promise as to what coun- 
tries gifts will be shipped from. 

But the gifts are described this 
way: “Gifts of extraordinary value, 
gifts of great beauty: exotic, 
unique and unusual! Each gift 
package the prized product of a 
different foreign country. Shipped 
from country of origin direct to 
you by International Parcel Post.” 

Sales literature all carries the 
agate line, “Printed in France.” 
An air mail postage-paid reply 
envelope is addressed to the Se- 
attle office. From there, customers 
are told, “your membership card” 
will be airmailed “to our office in 
the country making the current 
month’s gift package shipments, 
and your first gift is started on its 
way to you.” 


@ Another appeal is the added 
buying power of the U. S. dollar 
since the devaluation of currencies 
in the sterling bloc. 

“This merchandise is paid for in 
the currency of the country of ori- 
gin,” the sales literature explains. 
“Most European and Asiatic cur- 
rencies are tremendously depre- 
ciated. The dollar exchange rate 
for the currency of the country in 
which purchases are made is in 
most every instance greatly in the 
favor of the American purchaser.” 

Because of the favorable ex- 
change rate and “through large- 
scale purchases directly at the 
source of production (elimination 
of all middlemen) ...we are en- 
abled to give values in each gift 
package far out of proportion to 
the small monthly membership 
cost,” sales material says, and adds, 
“The U.S. A. value of each of these 
gift packages will greatly exceed 
the monthly cost of membership.” 

The Seattle office is at 1331 
Third Ave. 


TV Sets in U. S. Top 
1950 Prediction of 3,000,000 
There were 3,025,000 television 
sets installed through the United 
States as of Nov. l1—already ex- 
ceeding the 1950 prediction of 3,- 
000,000, Hugh Beville Jr., director 
of research, National Broadcasting 
Co., New York, reports. 
Approximately 715,000 sets were 
sold during September and Octo- 
ber. This is just 3,000 less than the 
total number of sets installed as of 
Nov. 1, 1948, he said. Twenty-sev- 
en per cent of the present receiv- 
ers in use are in the New York 
area. A year ago New York had 
45% of the TV sets, Mr. Beville 
added. 


Mosler Names Littlehale 

Mosler Safe Co., New York, has 
named Langdon R. Littlehale, for- 
merly an account executive and 
member of the plans board of Al- 
bert Frank-Guenther Law, as di- 
rector of advertising and assistant 
director of sales. 


Two Name Freiberger Agency 

Brown Palace Hotel and Deep 
Rock Water Co. have placed their 
advertising with Curt Freiberger 
& Co., Denver, effective Jan. 1. 


SAVE 80% ADVERTISING 


photo costs with unique 
Eye Catcher service. Used by 
all types of advertisers. 100 


new, top-notch adv. photos to 

| choose from every month— 

. only $2.50 per photo. Write 
x for FREE proofs No. 11. 


| EYE*CATCHERS, 10 E. 38 St., NYC 


Earl Gross, Chicago artist, says his emotions “ran a gamut of fear, 
terror, reverence and exaltation” during his assignment for Carborundum 
Co.’s 1950 calendar—a watercolor painting of Niagara Falls by moon- 
light. . . S. L. Hooper, sales manager for typewriter products (presum- 
ably noiseless), ACTS Division of Remington Rand, New York, is the 
new president of the National Noise Abatement Council. He founded 
a noise abatement group prior to the formation of the national council 
in 1939, and has been interested in the movement ever since. . . 

James Street, McCann-Erickson premium buyer, was the guest speak- 
er at a luncheon of the Syracuse Advertising Club. His topic was “The 
Dollars and Sense of Premiums.” . . Evelyn Gardiner, director of the 
Home Forum program at KDKA, Pittsburgh’s Westinghouse station, was 
given a 20-year service pin when she passed the mark not long ago. . . 


SHAKE HORNS—Commander Mortimer W. Loewi, director of the DuMont Television 

Network, met Rameses VI, North Carolina mascot, at a huge pre-game rally of 

North Carolina and Notre Dame fans in New York’s Adelphia Theater. The rally was 
beamed to home fans over WABD and the DuMont Net. 


E. J. Churchill, president, and Bertram S. Nayfack, vice-president, both 
of Donahue & Coe, are serving the current campaign of the New York 
Infirmary in the solicitation of memorial gifts. . . Frank Braucher, 
president of Periodical Publishers Association, gave his daughter, 
Marjorie, in marriage to William B. Wood at the Waldorf-Astoria 
Nov. 25. . . When thieves recently attempted to rob the home of Bruce 
Barton in midtown Manhattan, the Mirror carried the details, but 
referred to Mr. Barton as “author,” omitting his chairmanship of 
Batten, Barton, Durstine & Osborn... 

Joyce A. Swan, v.p. and business manager of the Minneapolis Star and 
Tribune, general co-chairman of Minneapolis’ 1949 Community Chest 
drive, will run the show in 1950, as chairman ... Fred Russell of Western 
Flying has been elected president of the Western Trade Editors Club, 
Los Angeles. Tom Watson, Cleaning & Laundry News, is v.p.; Louis 
Rango, Jaffee Publications, treasurer; and June Jones, CMD Magazine, 
secretary... 


Rubber 

Wilson, 

vice-president in charge of sales, at a party in his honor in Goodyear’s advertising 
department, Akron. 


PINNED—John K. Hough (left), director of advertising, Goodyear Tire & 
Co., is “decorated” with a pin as evidence of 35 years of service by R. S. 


Robert C. Holbrook, president of Compton Advertising, is directing the 
advertising team in the current campaign of the YWCA of New York for 
funds to maintain the services of four activities centers. . . James M. 
Cecil, president of Cecil & Presbrey, has been elected vice-president of 
the Travelers Aid Society of New York... 

Frank G. King, sales manager of KTTV, Los Angeles, is telling the 
world about the arrival of Virginia Curtiss King, who checked in at 
4 lbs., 13 oz. . . Charles C. Tapscott, ad manager of McQuay-Norris 
Mfg. Co., St. Louis, was elected senior v.p. of the National Standard 
Parts Association at its 26th annual meeting in Chicago. . . 

Pendleton Dudley, a former pres. of the Public Relations Society of 


America, has been appointed chairman of the volunteer public rela- 


tions committee of Teachers College, Columbia University. . . The 
Ohio Chamber of Commerce, at its 56th annual meeting, elected L. A. 
Larsen a life member of its board. Mr. Larsen, chairman of Superior 
Coach Corp., Lima, O., received a silver medallion in recognition of 
long and meritorious service as a director. . 

Richard Darrow, dir. of public relations, Glenn L. Martin Co., and 
pres. of the Maryland Industrial Marketers, Baltimore chapter of NIAA, 
has sent out the first news of the chapter’s Christmas party, set for 
Dec. 13 at the Lord Baltimore Hotel. Carl F. Schleunes, Schneidereith 
& Sons, is chairman of the event... 
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McGraw-Hill Offers 
Plan for Boosting 
Advertising Impact 


New YorK—McGraw-Hill Put - 
lishing Co. is offering advertise: ; 
a three-part ad merchandising pro - 
gram to “provide business and ir - 
dustrial advertisers with practic: 
ways and means for increasing the 
impact of their campaigns in the 
business press.” 

Three plans make up the pro- 
gram, which is described in a 12- 
page brochure. Plan one is a set 
of six 9x12” folders, designed to 
hold current ad proofs and schec- 
ule data. Each folder is a different 
color and each front cover bears 
a different message discussing ac- 
vertising in terms of its helpfu!- 
ness to the man who sells. These 
are for the purpose of merchan- 
dising ads to a company’s sales- 
men, officials, directors, distribu- 
tors, dealers and agents. 

Plan two is for reaching custom- 
ers, prospects and sales organiza- 
tions with specific company ads 
that appear in McGraw-Hill mag- 
azines. These may be merchan- 
dised in the form of cover fold- 
ers, pocket folders, self-mailers, 
preprints and reprints and post- 
cards, all of which will be printed 
by McGraw-Hill at nominal cost. 

Plan three is designed to reach 
important persons in an organiza- 
tion with complete issues of Mc- 
Graw-Hill publications in which 
ads appear. 

The direct mail division of Mc- 
Graw-Hill will supply lists and 
handle the entire mailing opera- 
tion to specific fields. This service 
is charged at cost. 


Sweden Gets New 
Advertising Medium 


GOTEBORG, SwWEDEN—Because 
Bjorn Cronsjo likes to walk in the 
rain, Goteborg has a new advertis- 
ing medium. 

On one of his walks, he noticed 
that cars passing through pools of 
water left marks on the asphalt 
which lasted for some time. 

And after six years of trial and 
error, he finally built a machine 
which prints a sign in the same 
manner, except that the lettering 
remains visible for about 30 min- 
utes. 

The “printing” is done at pedes- 
trian crossings by a device at- 
tached to a small trailer towed 
by an automobile. Mr. Cronsjo has 
perfected the technique to the 
point where he can use several 


colors and now is working on 
phosphorescent “inks” visible in 
the dark. 


Sunset Stores Warns 
TV Buyers to Beware 


Sunset Appliance Stores, New 
York, lashed out at unfair prac- 
tices in television retailing recen'- 
ly with a full-page, editorial-ty: 
rad in the New York Daily News. 
Headlined “Be sure you know tlie 
score before you buy a television 
set or household appliance,” Su’ - 
set copy was broken down und:r 
subheads and treated discoun's, 
trade-ins, delivery dates, brard 
switching and service faciliti:s 
separately. 

Sunset promoted its own me - 
chandising practices, recommen: - 
ing only RCA and DuMont se’ 
and listed reputable top lines 
other electrical appliances carri: ' 
in its stores. 


@ 


— 


Appoints Quednau Agency 


Henry Quednau Inc., Tam) 
agency, has been named to hanc ° 
the combined advertising of t ° 
Greater Tampa Chamber of Cor 
merce, City of Tampa and Hil! 
borough County. 


Farley Named Representative 


Robert S. Farley, 111 Broadwa 
New York, has been appoint 
eastern representative of T/ 
Banker & Business, Seattle. 
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|,incoln-Mercury 
Dealers Receive 
Advertising Text 


Detroit—Lincoln-Mercury deal- 
e:s have been presented with hand- 
somely bound, loose leaf textbooks 
on the techniques and pitfalls of 
automotive dealer advertising. 

Idea for the text, one of the first 
volumes of its kind, was con- 
ceived by Robert F. G. Copeland, 
advertising and sales promotion 
manager of the Lincoln-Mercury 
division, Ford Motor Co., more 
than a year ago. He realized, at 
that time, that charts, brochures 
and similar guideposts covering 
various aspects of the business 
were available to dealers. 

But one phase of business—that 
of advertising and promotion—had 
not been given proper attention. 
“Sure, we insisted on the dealer’s 
advertising, but nobody ever 
thought of showing him how to 
get the most for his advertising 
dollar,” Copeland said in explain- 
ing the purposes of the manual. 

The book is as complete as a 
college text on advertising. It is 
the result of a full year of study, 
preparation and conferences be- 
tween Mr. Copeland and Kenyon & 
Eckhardt, agency on the Lincoln- 
Mercury account. 


s The manual covers all phases of 
the business from a local, on-the- 
scene promotional point of vie. — 
new cars, used cars, service, parts, 
accessories and institutional. 

Detailed information is included 
on campaign planning, sales strat- 
egy, public relations, media selec- 
tion, budgeting, copy preparation 
and the production of advertise- 
ments and direct mail. 

Many of the sections contain 
ready-to-run advertisements which 
can be used “as is” or quickly 
adapted and personalized for great- 
er impact. 

In his letter to dealers, which 
accompanied the book, Mr. Cope- 
land said: “The purpose of this 
working manual is to suggest an- 
swers to your local advertising and 
promotion problems ...to he!p you 
stretch your advertising and pro- 
motion dollars, and make them 
work harder and better. 

“Our primary purpose in spend- 
ing a large sum of money on the 
book was to make available to the 
local dealer the research and 
know-how of the company’s adver- 
tising officials and that of the 
agency,” he added. “It is an in- 
telligent attempt to interpret ad- 
vertising at the local level and 
should equip our dealers to do a 
bet'er advertising and merchan- 
dis ng job.” 


® Ir. Copeland carefully refrains 
fr n telling the dealer to increase 
his advertising budget, but the text 
de nitely implies that if a dealer 
Wl accept and follow suggestions 
Co! ained in the volume, greater 
ret rns will be obtained from pres- 
en’ ad budgets. 

“e problem is not whether or 
no’ 4 dealer should advertise, said 
M: Copeland, “but how should a 
de ‘Yr advertise to get the best 
ac’ rtising results for each dol- 
lar pent.” 

ie text cites the advantages of 
‘0! istent advertising and shows 
th 25% of all people forget an 
'™ -ession in one day, 50% in 
days, 85% in four days and 
in seven days. 
\roughout the book, Mr. Cope- 
lay explains the reasoning behind 
“suggestions. He especially cau- 
’ dealers against making un- 
‘vable claims. “Modesty well 
mes an advertiser,” he says in 
ext. 
1€ manual details procedures 
building headlines for local 


dealer copy, and lists the benefits 
of headlines that announce, inspire 
curiosity, command or invite. 


s Particular emphasis is given to 
the subject of media. Mr. Copeland 
humorously tells his dealers: “Like 
a love-letter sent to the wrong girl, 
carefully prepared advertising is 
if the advertising media 
used do not place it in front of the 
right audience.” 

The manual carried a guide on 
space units and frequency of ap- 
pearance for various media. For 
example, it cites studies which in- 
dicate most results per dollar can 
be obtained in the 150 to 300-line 
size range in newspapers, with ads 
running at least once a week. And 
it shows how position affects read- 


wasted 


ership. 


Mr. Copeland declined to esti- 
mate the total cost of the volume, 
but the appearance of the manual, 
detailed explanations and art work 
which it contains indicate an im- 
pressive expenditure of time and 


money. 


There’s nothing like a test campaign to keep your product 
on its toes. And there’s nothing like the South Bend market 
for tests you can trust. Results obtained in “Test Town, 
U.S.A.” can be used with confidence elsewhere — because 
this market is typical. So typical, in fact, that the U.S. Gov- 
ernment chooses it for important tests and studies. Want 
the whole story? Write today for free copy of market data 
book, entitled “Test Town, U.S. A.” 


Che 


South Bend 


6 Cribune | 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES nee 


TV stole what PM audience from what AM? 4 


In Boston's first year of TV, the evening share of audience for “FM, TV and all others” zoomed from 
3.3% in 1948 to 18.3% in 1949. Mostly this is TV, of course, and obviously had to come from AM 


station evening audiences — 


But what stations 2 


Again the answer is supplied by Hooper’s May-September 1949 figures with the comparable report 
of 1948. All network-affiliated stations individually lost from 2% to 5.8%. And the total, interestingly 
enough, approximates the gain for “FM, TV and others.” 


On the other hand, one Boston station held its evening audience — and even gained listeners against 
TV competition. This independent station — the Herald-Traveler station WHDH — demonstrated the 
power of news-sports-music programming to complement video fare in the home. 


Now with TV in the picture, Boston’s fastest growing station continues to be your surest, best buy in 


Boston radio. 


Here’s what TV did to 


Boston Evening Radio Listening ... 


Network-affiliated stations lost as high as 30% 
of their evening audiences, according to these 
Hooper figures, in Boston's first full year of TV. 
And independent WHDH is the only station that 
gained! In Boston, look to WHDH to protect your 


radio position. 


Owned and operated by the Herald- Traveler 


BOSTON - 50,000 WATTS 
Represented Nationally by John Blair & Co. 


~ 


Share of Audience May through September 


Evening Sunday through Saturday 6:00 p.m.— 10:30 p.m. 


Network Stations 


Homes Using Sets A B C D WHDH 
1948 . 26.2 21.8 12.0 20.7 14.0 23.8 
1949 25.0 16.0 9.4 18.7 9.8 24.2 
Audience change —58 -—26 -—20 -42 +404 


WHOH 
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Norway Anti-Freeze 
Copy Depends on 
the Temperature 


New York—Commercial Sol- 
vents Corp. pushed its Norway 
anti-freeze with an eye on the 
thermometer during the week of 
Nov. 21. 

Two ads, one 300-line and one 
500-line, were sent to newspapers 
in Detroit, St. Louis and Chicago 


geared-to-the-weather drive, but 
the agency reports the same tech- 
nique will be used in later cam- 


paigns. 


Starts Sunday Edition 


Register, Santa Ana, Cal., has 
begun publication of a Sunday 
edition, containing a 12-page color 
comic section and other nationally 
syndicated features, and special 
local sections. The Sunday edition 
is part of a recently completed ex- 
pansion and building program that 


has doubled plant space and added 
new equipment including an 80- 
page Scott press, Wirephoto Ser- 
vice, and a new darkroom depart- 
ment. 


Plans Pre-Christmas Drive 
Ronson Art Metal Works, New- 
ark, N. J., has released a pre- 
Christmas newspaper campaign, 
which started Dec. 4, using 133 
dailies in 125 cities—the largest 
newspaper drive in the company’s 
history. Ronson also is using maga- 
zines and radio, with two shows on 


Mutual, one on NBC’s television 
network, and TV spots. Grey Ad- 
vertising Agency, New York, han- 
dles the account. 


Curtis Publishing Co. 


Promotes Veckly, Spellman 
The Saturday Evening Post, 
Philadelphia, has appointed John 
Veckly, formerly advertising and 
promotion manager of Holiday, to 
a similar position on the SEP staff. 
Mr. Veckly succeeds Glenn Gun- 
dell, who has joined National 
Dairy Products Corp. as adver- 


tising manager. 

Holiday has named I. Orr »y 
Spellman, previously merchandi ;- 
ing manager, as advertising ard 
promotion manager. 


Beezley Joins Gittins 


Franklin G. Beezley, recent 
with Klau-Van Pietersom-Dunl: » 
Associates and previously wih 
Fensholt Co., Chicago, and Allis- 
Chalmers’ general machinery div i- 
sion, has joined Bert S. Gittins A:i- 
vertising, Milwaukee, as industr:a! 
copy director. 


on “wait orders,” geared to the 
temperature. 

If it was 32 degrees or lower 
at 8:00 a.m., the 300-line insert 
“No Reason For Freezin’” was to 
run. If it stayed cold, the 500-line 
ad would follow, advising, “Don’t 

° Get Nipped, Get Norway.” The 
weather obliged and the ads ran 
in the three cities for five days, 
with the 300-line insert running 
the first two days, then the 500- 
line, and finally two more 300- 
line ads. Fuller & Smith & Ross 
is the agency. 

This was the extent of this 


BIG crop variety means BI 


{SS OH 


te] 


5! 
PICK TESTIMONIALS 
“AT RANDOM” FROM 
OUR FILES? NOT US! 


We're honest enough to confess that 
when we pick a testimonial “at random” 
from our files we do it with one eye 
open! For we feel, as you probably do, 
that if you’re pleasing your customers— 
and they’re nice enough to tell you so 
—you have a right to pass their opinions 
along to others. 


Poultry products count for a big share 
of Obio’s steady income. And, here Ohio 
ranks among the top ten states. 


And so we unblushingly admit that we 
keep careful track, in our files, of all 
the nice things people say about us. 
That’s why we had no trouble at all in 
finding the letter from Ellsworth Howell 
—young “Veep” and Direct-Mail man- 
ager of The Book of Knowledge and 
other Grolier Society publications—in 
which he says: 


Cash income from Ohio dairy products in 
1948 totaled, $259, 398,000. 


“We have found your service 
excellent in every particular — 
efficiency, promptness and cour- 
tesy. It has not mattered whether 
a mailing consisted of a few 
hundred or several hundred 
thousand pieces. The service has 
always been the same high 
standard.” 


We're grateful to Mr. Howell, especially 
for the last two sentences, for to you 
they mean “It doesn’t matter whether 
you mail a few thousand pieces a year 
or many millions... CIRCULATION 
ASSOCIATES are equipped to handle 
all of your mailing operations with re- 
assuring efficiency and at gratifyingly 
low cost!” For more specific informa- 
tion, write to the address below or 
telephone COlumbus 5-3150 now! 


NOTE: A postcard with your name and address... 
and the words “SEVENTEEN STEPS”... will 
bring you full information on Circulation Associ- 
ates’ “SEVENTEEN STEPS TO RESULTFUL 
DIRECT-MAIL ADVERTISING” ...@ complete 
practical course in Direct-Mail techniques and pre- 
cedures from the initial planning of «a campaign to 
the final analysis of returns. Drop your card in the 
mail today! 


CIRCULATION ASSOCIATES | - 


Circulation 
Sint age 
+ Offse r 
+ Addressing = thoiling * Complete Mail Campaigns « 


1745 Broadway | + NEW YORK 19, N.Y. 


In income from hogs, another important 
crop, Ohio ranks among the top ten pro- 
ducing states. 
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5¢ Ammoniated Gum Launched by Topp’s 


New YorK—What its maker says 

the first 5¢-size ammoniated 
chewing gum to be sold as a con- 
fection was placed on the market 
here last week by Topp’s Chewing 
Gum Ine. 

It is Topp’s first chewing gum 
aimed at adults, Leonard Harrison, 
advertising manager, said, and con- 
tains anti-decay ingredients sim- 
ilar to those found in ammoniated 
dentifrices. 


During the current month, Topp’s 
will double its car card advertising 
coverage in the New York sub- 
ways, will use spot radio on the 
Rayburn & Finch show over 
WNEW, and is planning additional 
newspaper schedules. Cecil & Pres- 
brey is the agency. 

The new Topp’s item is being 
merchandised as a confection, with 
special 1¢ sample packages placed 
on confectionery counters. 


Samuel Goldwyn Maps Drive 
for ‘My Foolish Heart 


Samuel Goldwyn Productions 
will break magazine promotion for 
“My Foolish Heart” (released 
through RKO) in January issues. 
Theme of the campaign will be 
“Wait Until You Hear the Truth 
About My Foolish Heart.” 

The schedule includes the fol- 
lowing women’s groups: Dell, Faw- 
cett, Hillman’s, Ideal, Screenland 
unit and True Story. Also included 
are Parade, Pictorial Review, Se- 
venteen and This Week Magazine. 


A three-week newspaper campaign 
will precede showing of the pic- 
ture in 70 cities. Monroe Green- 
thal Co., New York, handles the 
account. 


Keith Kerby Ltd. Moves 


Keith Kerby Ltd., creator and 
producer of “Celebrity Commer- 
cials” for radio and television, has 
moved its San Francisco office to 
the Russ Bldg. Steve C. Crowley, 
formerly account executive of 
KJBS, San Francisco, has joined 


Kerby as sales representative. 


G| farm income every month 


in steady OH 


DECEMBER FARM INCOME: 


(90,590,000 


Ohio is different from most leading farm states is free to spend on your products. 


—steadier. That's why it’s a better place to sell 


goods. 


Steady Buying Power 


What makes Ohio different? Crop variety for 
one thing. As the chart below shows, Ohio farm- 
ers market crops and produce every month of the 
year. They therefore have the money for steady 
high level spending every month of the year. 
Hogs, poultry and dairy products are only 3 of 
the many farm products that make Ohio a top- 
tanking farm state. Other big cash crops include 
corn, soybeans and fruit. 

And remember—throughout the years as 
throughout the year, Ohio farmers have shown a 
steadiness far greater than most top third states. 
This means security for your sales in Ohio. 

Another important point to remember is that 
the Ohio farmer is always near his market. What 
this closeness saves him on marketing costs, he 


Just a glance at this 12-month chart of farm 
cash income proves the amazing steadiness of 
Ohio farmers’ income. Of the few states that can 
match it for consistent, through-the-years stead- 
iness are Michigan and Pennsylvania. For the 
complete story, write 1013-A Rockwell Ave., 


Cleveland 14, Ohio. 


- 
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The Ohio Farmer, Cleveland «¢ 
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Michigan Farmer, East Lansing 
Pennsylvania Farmer, Harrisburg 


draw a crowd? 


When Henry L. Mencken wrote his first 
series of Prejudices thirty years ago, he 
commented on the low state of magazine 
publishing in America, and wondered that 
more magazine editors were not violently 
anti-something: 

**...allsuccessful newspapers are cease- 

lessly querulous and bellicose. They 

never defend anyone or anything if they 
can help it. The plan never fails.” 

Possibly Mr. Mencken was mistaken. 

Certain readers are not attracted by in- 
dignation. The New York Times isn’t mad 
at anybody, and has more than a half-million 
readers daily. Life carries no banners and 
batters no heads, but sells 4.5 million copies 
every week. 

The New Republic, the Nation, and the 
Daily Worker are almost the only thunderers 
in the business, and notably short on 
circulation. 

If the reader doesn’t want steam, what 
does he want? 

Successful newspaper editors give the 
reader information and entertainment; the 
full text of the President’s message, and full 
pages of comics. 


The editors of Nation’s Business try to 
find out what their readers are curious about 
—and to satisfy same! 

Any issue may affect your blood pressure, 
but the heat, if any, will be yours, not the 
author's nor the editor's. 

It doesn’t take screaming to bring a 
crowd. The 657,306 business men who sub- 
scribe to Nation's Business read it because it 
is interesting or helpful, or both. They can 
always get mad at the last bunch of govern- 
ment forms to fill out. 

NATION'S BUSINESS ... Washington, 
New York, Chicago, Detroit, Cleveland, 
San Francisco and Los Angeles 
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Style, Not Brand, 
Is Most Important 
in Women’s Shoes 


New YorK—Women rate style 
as their first consideration in se- 
lecting spring and summer shoes. 
Brand name is the second big fac- 
tor. 

Quality and color are tied for 
third place, while price runs a 
fourth when women’s shoes are 
being bought, according to a study 
conducted by Footwear News, a 
Fairchild publication. 

Seven out of every ten buyers 
questioned by the paper on the 
sales outlook predicted that unit 
sales will increase in 1950, and 
52% of all respondents said they 
expected their dollar sales to show 
gains, while 36% said they expect 
dollar volume losses and 12% ex- 
pect no change. 

Calf, both suede and smooth, was 
reported the leading material in 
sales this year, having rung up 
52% of all sales, while kid leathers 


For. * 


complete coverage 


...look to WHTN 


WHTN’s.5 mv/m contour 
wraps up the rich Huntington 
market better than any other 
station, regardless of power. 
Cost is lower, too. Add to this 
an FM bonus on WHTN-FM, 
most powerful FM station in 
the Central Ohio Valley, and 
you've got a low-cost, high 
power medium for tapping 
the gold in these hills. Take a 
look at the Huntington Market 
...-$300,000,000 in retail 
sales...then make up your 
mind to get your share by 


using WHTN and WHTN-FM. 


THE POPULAR STATION 


\AILI TAI 
ee oD D4 


1,000 WATTS $3 000 Warrs 


HUNTINGTON, W. VA. 


For availabilities rates and 

other information, wire, write 

or phone 

Pace-Wiles, Inc., Advertising 
Huntington, West Virginia 

National Representatives 


brought in 18%. According to the 
forecasts for 1950, reptiles and 
smooth calf will grow in favor, 
while the reverse will be true of 
smooth kid and suede calf. 


Frank Mason Leaves 
U.S. Brewers Foundation 

Frank E. Mason, executive di- 
rector of U.S. Brewers Founda- 
tion, New York, was relieved of 
the position on Nov. 17. Edward 
V. Lahey, chairman of the board 
and president, announced the 
board had abolished the post of 


executive director. Mr. Lahey will 
assume active charge of the di- 
rection of the foundation. 

Mr. Mason joined the foundation 
in July, 1947. He was general man- 
ager and president of International 
News Service from 1928 to 1931, 
and later was vice-president of 
National Broadcasting Co. 


Appoints Norman Taber 


Norman S. Taber, budget direc- 
tor of the Economic Cooperation 
Administration, became manag- 


ing director of the United States 


Council of the International Cham- 
ber of Commerce on Dec. 1. He 
succeeded Alvin E. Dodd, resigned, 
who has been serving temporarily 
since his retirement as president 
of the American Management As- 
sociation. 


Sponsors News Broadcast 


Nash California Co., Los An- 
geles, has signed to sponsor a 13- 
week series of Sunday news pro- 
grams at 10-10:15 a.m., on KNX. 
The agency is Irwin-McHugh Ad- 
vertising, Los Angeles. 


Advertising Age, December 5, 19 9 


P&G to Build Research Plant 


Procter & Gamble Co. has a) - 
nounced plans for constructing a 


/new research building near Ve).- 


ice, O., on a 200-acre tract which 
the company acquired last Apr | 
The estimated cost of the buil: - 
ing is $1,500,000. 


Weir to Continental Can 

Donald L. Weir has been a)- 
pointed product sales manager, 
decorative laminates, of the pla:;- 
tics division of Continental C:.n 
Co., Cambridge, O. 


you can’t sell 


with an 


Some advertisers think they can. As soon as 
things get tough, out comes the axe. Down goes 
the advertising budget. Facing a buyer’s market, 
facing the need for harder selling than ever be- 
fore, they chop the props out from under sales. 
And call it economy! Incredible, isn’t it? 


Of course every single dollar spent by manage- 
ment should be watched with a sharp eye to 
value. Cutting costs is paramount. That’s where 
advertising comes in. By mechanizing your sell- 
ing, you whittle down the cost of making a sale. 


MECHANIZED SELLING applies the high- 
speed, low-cost tools of advertising to the pre- 
liminary steps to a sale. It cuts the cost of 
manufacturing sales by freeing the salesman to 
concentrate more of his valuable time on the 
productive and profitable steps—MAKING A 
SPECIFIC PROPOSAL and CLOSING THE 


on your 
mind! 


Nga a :v2 


ORDER. Mechanized Selling does the ground 
work—MAKES CONTACT, AROUSES IN- 
TEREST, and CREATES PREFERENCE-— 
for pennies. 


For over three years now, we’ ve been hammering 
away at this practical, proven view of advertising. 
With spreads in “‘Business Week,” with a series 
of booklets, and with slide presentations, we've 
been talking to management— your management 
—about the economical effectiveness of Mech- 
anized Selling. 

You can put Mechanized Selling to work for you. 
Many advertising practitioners now use it to 
educate management, promote advertising (0 
salesmen, in house organs, annual reports, «nd 
client presentations. Ask your McGraw-ill 
man for copies of the booklets, “‘Mechanized 
Selling at Work,” and “Orders and How They 
Grow.”’ Ask him about our slide film, too. 
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McG RAW-HA@M) BU By)1 c aATIONS 


HEADQUARTERS FOR 


1N FORMATION 


ONE OF A SERIES ON THE ‘’PLUS VALUES’ TO ADVERTISERS OFFERED BY McGRAW-HILL PUBLICATIC ‘5 
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©hulton Plans Five 
Toiletries Drives 


New YorK—Shulton Inc., toi- 
ries manufacturer, during 1950 
» ill run five campaigns in 18 
n agazines with a total of 80 in- 
s rtions, plus a separate newspa- 
p-r campaign, still in preparation. 

Producis to be featured include: 
E rly American Old Spice, Friend- 
s). ip’s Garden, Desert Flower, and 
Old Spice for Men. Wesley Associ- 


ates is the agency. 

Publications on the schedule in- 
clude: Charm, Christian Science 
Monitor, Collier’s, Esquire, Good 
Housekeeping, Harper’s Bazaar, 
Ladies’ Home Journal, Life, Look, 
The New Yorker, Parade, Red- 
book, Saturday Evening Post, 
Seventeen, This Week Magazine, 
True, Vogue and Woman’s Home 
Companion. 

Ads will vary in size, but a num- 
ber will be larger than those used 
this year. Many will be in full 


color. The Old Spice for Men cam- 
paign has been stépped up to 55 
insertions, from the 27 used this 
year. 


Gets Milk Dealers Account 


The Seattle Milk Dealers As- 
sociation has appointed Pacific 
National Advertising Agency, Se- 
attle, to handle advertising and 
public relations, using newspapers 
and radio. Dealers will omit Sun- 
day deliveries beginning in De- 
cember, making only three deliv- 
eries a weex to residences. Dairies 


decided to drop Sunday deliveries, 
rather than raise retail prices, in 
order to make up the cost of a re- 
cent wage increase for drivers. 


Nielsen Adds Sustainers 

Beginning with its regular Niel- 
sen-Rating report for the week of 
Oct. 2-8, A. C. Nielsen Co. is in- 
cluding sustaining programs in its 
rating reports. The names of all 
sustaining programs and sponsored 
network programs hereafter will 
be carried. However, point ratings 
are shown only for sponsored 
shows. 


FO WEST 


yM 


42nd 


STREET, NEW 


YORK 18, 


raw-Hill Magazine is a Member of, or is Qualifying for Membership in, The Audit Bureau of Circulations 


What Are The 


Ingredients of a 


Good Business 
Paper? 


A network of editorial facilities 
keeps McGraw readers informed. 
McGraw-Hill World News covers 
the globe for important interna- 
tional business information. The 
Washington News Bureau keeps 
tabs on important developments 
at the capital 


Know-how editing is dedicated to 
meeting the real needs of industry 
—higher productivity at lower 
cost. Timely news and helpful 
articles give McGraw-Hill read- 
ers accurate, on-the-spot cover- 
age. 


Editorial research feeds our edi- 
tors with the kind of reports that 
keep them ‘on the beam” of 
shifting reader interests. 


Paid circulation provides analert, 
responsive audience for your ad- 
vertising. Readers prove they 
want McGraw-Hill publications 
by shelling out hard cash for sub- 
scriptions. 


A continuing project, the Na- 
tional Census of Manufacturing 
Plants keeps McGraw-Hill circu- 
lations, and advertisers, on top of 
the ever-shifting pattern of the 
manufacturing industries. Com- 
parable yardsticks are available 
on other fields served by McGraw- 
Hill, 


Fact-finding clinics search out, 
examine, and evaluate the fac- 
tors that make successful busi- 
ness paper advertising. Those 
findings are available to you 
through our Laboratory of Ad- 
vertising Performance. 


Space check reports on nearly 
200 business magazines keep you 
posted on who advertises what 
and where. Reveal trends in sell 
ing motives, copy appeals and 
shifts in markets. 


In addition, each McGraw-Hill 
publication maintains a veritable 
reservoir of informative market 
data and up-to-the-minute ma- 
terial pertinent to the field it 
serves, available to you through 
your McGraw-Hill man. 


What 
MOTEL 
OPERATORS 


had to say 
.-- @bout the 
first issue of 


AMERICAN 
MOTEL 
MAGAZINE 


- E. Gillette, manager, Century Motel, 
Fort Worth, Tex.—“I have already 
had many times my subscription’s 
worth out of the first issue .. . arti- 
-_ are interesting and construc- 
ive. 


> F. J. Caraher, owner, Lake Placid 
Cottages, Largo, Fla.—‘‘We sub- 
scribe to three court magazines but 
we think yours is far superior to 
any or all of them.” 


- Miss Constance Plemons, manager, 
Motor Inn, Wichita Falls, Tex.— 
“Congratulations! American Motel 
Magazine is a most outstanding 
magazine and complete in every 
way. 


& M. E. Dirlam, owner, Dirlam’s Motel 
71, Redwood Falls; Minn.—“Con- 
gratulations! I have taken another 
motel magazine for a year and I 
got more out of your first issue 
— I did out of all twelve of the 
other. 


fo Col. James P. Schwartz, president, 
Tom Sawyer Motor Inns, Inc., El- 
mira, N. Y.—“Just received the first 
issue and wish to congratulate you 
on doing a superb job. You can 
count on us as ers.” 


> Henry S. Chesnut, president, Ches- 
motel Lodge, Hopkinsville, Ky.— 
“I have read every article in the 
magazine and I consider it to be 
one of the best business magazines 
that I have seen.” 


i J. W. Grant, owner, Peninsula 
Court, Long Beach, Wash.—*Amer- 
ican Motel Magazine has a bright 
future!” 


» Tom Cunning, executive secretary, 
United Motor Courts, Inc., Denver, 
Colo.—We have received the first 
issue. I think it’s a swell job.” 


r Clarence H. Jones, president, North- 
eastern Cabin Owners’ Association, 
Plymouth, N. H.—“May I wish you 
success in your new undertaking.” 


» Mrs. Lura J. Fisher, Arizona Court, 

Yuma, Ariz.—“‘We have read every 
motel magazine we could find and 
wish to say that yours is far supe- 
rior in every way. Every article 
contained helpful suggestions. Usu- 
ally we clip articles of special in- 
terest but in your magazine they 
all contained valuable ideas, so we 
are saving the entire magazine.” 


e Carl F. Lozon, Burlington, Vt., who 

will build a motel soon—‘“I have 
received the first issue of American 
Motel Magazine. It has the things 
I’ve been looking for.” 


Henry E. McDewell, Skyline Motor 

Court, Greer, S. C.—“Having read 
other court publications we always 
felt something was lacking. Yours 
points toward great service in this 
fast growing field.” 


* Ray S. Adams, executive secretary, 

Motor Hotel Association of Cali- 
fornia—I thought the first issue 
very complete and interesting.” 


Reuben R. Hargrove, Hargrove’s 
Motel, Bloomfield, Ia—‘Just a 
word to let you know how much 
I appreciate the first issue of your 
magazine. I think it is tops.” 


These are typical of more than 200 letters re- 
ceived from every section of the country. If you 
buy advertising on the basis of reader con- 
fidence, and if you want to sell the impressive, 
growing motel field, AMERICAN MOTEL MAG- 
AZINE is your deal!, 


AMERICAN 


MOTEL 
MAGAZINE 


5 S. Wabash Ave. 
Chicago 3, Ill. 
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Duncan Hines Foods 
Adds New Markets 
and New Products 


IrHaca, N. Y.—Following a suc- 
cessful nine-week test of the new 
Duncan Hines brand foods in se- 
lected New York state cities, the 
products have been extended to 
more than 500 food stores in the 
state. 

Duncan Hines, famed restaurant, 
lodging and cooking authority, and 
Roy H. Park, publisher and adver- 
tising and public relations consult- 
ant, formed Hines-Park Foods to 
market the Hines brand products 
earlier this year. 

At the time the original test was 
undertaken, Hines and Park said 
that they would go national on a 
franchise basis if the tests proved 
successful. 

At the present time, the part- 
ners are engaged in establishing a 
corporation to distribute the food 
products through regular broker 
and wholesaler channels. Several 
products—especially dairy lines— 
will be franchised. 


@ Products used in the original 
test included canned vegetables, 
canned juices and vacuum-packed 
coffee. In addition to the original 
six items, 20 new products—mainly 
relishes, appetizers, delicacies, etc., 
now are being introduced, with 
most prices above average. 

Original announcement adver- 
tising was done by means of di- 
rect mail pieces, which were sent 
to high-income families. In addi- 
tion, the line was introduced 
through hotels and other institu- 
tions. Some of the hotels put the 
brand name on their menus. 

Today, the concern is. using 
newspapers and radio in its major 
marketing areas, plus copy in 
Better Homes & Gardens, Busi- 
ness Week, Esquire, Holiday, The 
New Yorker, New York Times 
Magazine and This Week Maga- 
zine. 


Herdt & Chartea to Walsh 


Herdt & Charton has named 
Walsh Advertising Co., Montreal, 
to handle the advertising and sales 
promotion of two more of its 
French perfumes, Intoxication and 
Le Dandy, bottled, sealed and 
packaged in France by D’Orsay. 
A test campaign will be launched 
soon. Walsh has handled the Herdt 
& Charton account for some time. 


( Advertisement} 


Mutual Network Sales V. P. 


Adolf N. Hult has been appointed vice 
president in charge of sales of the 
Mutual Broadcasting System. Mr. Hult 
says, “Up to the minute news on busi- 
ness conditions, nationally and locally, 
are as important to a sales executive 
as the latest reports of weather con- 
ditions are to a pilot. I find The Wall 
Street Journal a fine reporter of essen- 
tial business news and an excellent 
barometer of business trends.” Adver- 
tisers recognize the 236,110 daily 
Journal readers (including 24,817 vice 
presidents) as the big market of pro- 
duction and distribution. If these are 
the men you want to sell, advertise to 
them regularly through the pages of 
the Only National Business Daily. 


Picks Lester L. Wolff 

Art Gift Export Corp., New 
York, has appointed Lester L. 
Wolff Inc., New York, to handle 
advertising in newspapers and 
business publications. The account 
previously was placed direct. 


‘Pigtails’ Changes Name 

Parents’ Institute will change the 
name of Polly Pigtails to Girls’ 
Fun and Fashion Magazine, effec- 
tive with the January, 1950, issue. 
The publication is for girls 7 to 
14 years. 


Boepple Names Kahn Agency 

Boepple Sportswear Mills, New 
York, manufacturer of women’s 
sweaters, has named George N. 
Kahn Co., New York, to handle 
advertising in national magazines 
and trade publications. The ac- 
count formerly was placed direct. 


Adds Philip F. Berne 

Kal, Ehrlich & Merrick, Wash- 
ington, has added Philip F. Berne, 
formerly advertising director of 
Goldenberg’s Department Store, as 
account executive. 


Sets Off Season Campaign 
Susquehanna Waist Co., New 
York, will use half-page color ads 
in fashion magazines for between- 
season promotion of Ship ’n’ Shore 
blouses during January and Feb- 
ruary to build resort and cruise- 
wear sales. Fashion Advertising 
Co., New York, has the account. 


Appoints Buchanan Agency 

Utilities Control Service, power 
and utility engineer, has named 
Buchanan & Co., San Francisco, 
to handle its advertising. 
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Drexel Labs Plans Drive 


Drexel Laboratories, Drexel Hil. 
Pa., will launch a drive for it 
Wonder greaseless salve in Janu. 
ary, using daily and weekly news. 
papers in 32 states. Budgeted a 
$1,000,000, the campaign will ru 
once a week for 10 months. L. F 
Evons Advertising Agency, Drexce | 
Hill, has the account. 


Joins ‘Town & Country’ 


Paul R. Green has joined th» 
eastern advertising staff of Tow) 
& Country, New York. 


Creating Investment Opportunities 
Creates Job Opportunities 
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Appoints Montgomery Agency 
Palace Laundry, Portland, Ore., 
; as named Richard G. Montgomery 
Associates, Portland, to handle 
ts new radio advertising cam- 
aign. Newspaper advertising will 
tollow. 


Ryder & Ingram Appointed 

Aircraft Engineering & Main- 
tenance Co., Municipal Airport, 
Oakland, Cal., has appointed Ryder 
& Ingram, Oakland, to handle its 
advertising. Aviation publications 
and direct mail will be used. 


Conrad Gets All 
But Scholarship 


in Gaines Contest 


New YorkK—Conrad Von Wes- 
dell, 3-year old Dachshund who 
guards the Thomas P. Wall Jr. 
household in Nashville, Tenn., is 
set for life. 

Conrad took top honors in the 
“lucky dog” contest sponsored by 
Gaines Division, General Foods 


Corp., and, among his many prizes, 
has won a lifetime supply of dog 
food. 

Gaines launched the contest in 
September (AA, Sept. 5) for all 
U. S. dogs except those employed 
in the company’s research kennel, 
or those whose masters work for 
General Foods or its agencies. 

Dogs participating in the com- 
petition were to cut, tear or bite 
the top from a Gaines container 
and attach a statement of 25 yelps 
on how Gaines-fed dogs keep in 


such fine fettle. 


# Among prizes which Conrad won 
are a Crosley television set on 
which to see horse operas and man 
fights; a custom-built Koven swim- 
ming pool with ramp, sliding 
board and water hydrant; a $500 
gift certificate for Saks Fifth Ave- 
nue to use as his dog’s heart de- 
sires; a Crosley station wagon with 
plenty of tail room; a custom- 
built two-room dog house with 
vestibule, picture window, and 


Too often, "plans" for maintaining a high level 
of employment turn out to be nothing more than 


the wild schemes of advocates of "let the gov- 


ernment do it." 


What we need is a plan that recognizes these 


facts of economic life: First, it takes a lot of 
money to create an individual job. Second, this 
money must come from persons willing to risk 
their savings in some new or expanding enter- 


prise, in the hope of getting a fair return on their 


investment. 


Senator Joseph C. O'Mahoney, Chairman of the 


Senate-House Economic Committee, went right 


Al 


to the heart of the question recently with these 


words: 


. . . the maintenance of a system of 


free private enterprise depends upon 
the maintenance of an opportunity 


for the investment of private 


capital." 


Risk capital is not only the source of new jobs, 
it is also the assurance of expanding opportuni- 
ties for the worker in existing jobs. 


We, at Chilton, feel that Senator O'Mahoney's 
precise statement of this economic truth should 


be used to combat the double-talk of those who 
are trying to destroy our system of enterprise... 


New York 17, N. Y 


used to point out the imperative need for pro- 
moting the growth of risk capital. 


CHILTON COMPANY (INC.) 


Chestnut and 5éth Sts. 
Philadelphia 39, Pa. 


100 East 42nd Street 


CHILTON 
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specially installed supply of Gaines 
dog food; dog perfume, and a sight- 
seeing tour of New York. 

Conrad will board a plane Dec. 
8 for five days in New York at 
Gaines’ expense in a suite at the 
Hotel Plaza. 

Benton & Bowles, New York, 
handles the dog account. 


Helene Offers TV Series 

Helene of Hollywood, manufac- 
turer of brassieres, has completed 
a series of television spots which 
will be offered to stores stocking 
the company’s bras. Films are one 
minute, one and a half minutes 
and 20 seconds in length for use 
as spots, participations or station 
breaks. The films were made by 
Jerry Fairbanks, Hollywood. John 
Freiburg & Co., Los Angeles, is the 
agency for Helene. 


Brady Heads Tool Sales 

C. E. Brady has been appointed 
general sales manager of the power 
tool division of Duro Metal Prod- 
ucts Co., Chicago, manufacturer of 
precision tools. He has been in the 
hand tool and automotive division 
for the past 12 years. 


fe. 


when you use 


“TSN is very useful .. it fills my needs.” 
Traffic Manager, 
Large Ohio Manufacturer 
“TSN is a great medium for information.” 
Railroad Purchasing Agent, 
Philadelphia 
“TSN is doing a fine job... it is very useful.” 
President of Illinois Truck Line 
“We rely on your advertisers for our sup- 
plies.” 
Owner Missouri Bus Line 
“TSN is very useful just as it is.” 
Railroad Vice-President, 


You get reader action from 
buyers in the Transportation industry when 
you tell your sales story in TSN. Over 
45,000 copies monthly, CCA—more than 
100,000 monthly readers. 


TSN reader action is not “coupon clipping” 
—advertisers tell us TSN inquiries are tops 
in actual sales dollars. A reflection of the 
advertisers’ results in TSN is the 400% 
advertising volume increase in 1949 over 
1948, 


A test campaign in TSN will give you con- 
crete evidence why TSN should be on your 
1950 advertising schedule. Whether you 
want to sell individual transportation in- 
dustry segments such as the railroads, the 
motor transport carriers, the water car- 
riers, etc., or whether you want to sell the 
entire transportation industry, TSN will 
give you tangible results—sales producing 
inquiries—of its complete market coverage 
at the lowest rates. Write today for addi- 
tional recent information and data. 
TSN, now in its fifth yeor, is offilicted with 


the Traffic World, a $20 a year ABC transporte- 
tion news weekly, founded in 1907. 


Transportation 
Supply News — 
"418 S. MARKET ST, CHICAGO 7, ILL. 
|New York 17—122 East 42nd St. 


* 


Los Angeles 14—1709 W. 8th 
Son Feoncisco 4—Russ Bidg. 
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Ethical Pharmacal 
Houses Also Have 
Anti-Histamines 


PHILADELPHIA—Local pharma- 
ceutical manufacturers are climb- 
ing on the anti-histamine band- 
wagon, but not in the sensational 
manner employed by similar firms 
in other cities. 

In fact, none of the local com- 
panies—all of which are in the 
“ethical” class of pharmaceutical 
producers—are taking their mes- 
sages directly to the public. They 
are continuing to promote their 
products to the medical profes- 
sion only. 

Smith, Kline & French Labora- 
tories has brought out an anti- 


histamine tablet under the brand 
name of “Nuclon.” But the com- 
pany has not taken its product off 
the prescription-only list, and has 
no plans to do so in the near fu- 
ture. 

However, working through its 
agency, the Benjamin Eshleman 
Co., Smith, Kline & French Labora- 
tories started a direct mail cam- 
paign to some 125,000 physicians 
throughout the nation. The cam- 
paign package includes samples 
and a pamphlet. This month, the 
firm will continue this promotion 
via medical journals. 

Sharpe & Dohme already is mar- 
keting an anti-histamine cough 
syrup under the name of “Pro- 
ketuss,” but the company is not 
promoting it directly to the con- 
suming public.,In the meantime, 


Out for Food Sales? Sell most 
in San Francisco’s “BEST CIRCLES” 


7 of 10 Food Dollars 


Spent in TRADING ZONE 


Look where the school kids are for a clue in 
aiming food advertising. State Department of 
Education records show 77.4% of school at- 
tendance in the 8-County trading zone part of 
San Francisco’s 9-County Bay Area market— 
22.6% inside San Francisco. 

Check family size: 3.16 persons per trading 
zone family, 2.84 per city family. Food sales, too 
(but naturally!) are 68.9% in our tradirg zone 
(Sales Management's 1949 copyrighted survey ). 

As you buy newsnaper space in Pittsburgh 
and Boston—that’s the market picture in San 
Francisco LIKE-WISE. With The Chronicle 


heading your list! 


TO} Mi. 209Mi. 3ONMi. 40NMi 50 


Mi. 


Appetites and shopping lists are bigger 


in our suburbs...where The Chronicle's a main 


S 


year!) know this for a fact: 


influence in winning loyal brand-users 


AN FRANCISCO department stores and famed specialty shops 
(which make The Chronicle their first-choice medium year after 


Dollars spent for merchandise in “The City”. . . and dollars spent 
at community food stores out in our trading zone . . . often come out 
of the same suburban-family pocketbooks. National brand adver- 
tisers can afford to “bet heavy” on The Chronicle’s sales-important 
trading zone coverage. Offered along with plenty of top-district city 
circulation, it gives you a stand-out buy! 


San Francisco Chronicle 


DELIVERS “BEST CIRCLE" COVERAGE 
IN TRADING ZONE AND CITY TOO 


SAWYER, FERGUSON, WALKER CO., National Representatives 
...Wew York ’@hicage + Detroig’ Atlanta + San Francisco + Los Angeles 


DISPENSER—Pabst Brewing Co.'s new wire 

rack, holding Handy Six cartons of 

canned Blue Ribbon beer, serves as a 
dispensing unit as well as a display. 


Sharpe & Dohme is “continuing 
research in the _ anti-histamine 
field.” 

Wyeth Inc. also has placed an 
anti-histamine tablet on the mar- 
ket under the name of “Neohetra- 
mine” but this, too, will not be ad- 
vertised to the consumer. Even 
though it is off the prescription- 
only list, only the medical profes- 
sion has received any promotion 
on it. 


LaRoche Appoints Two 


Ralph E. DeCastro has _ been 
named a vice-president of C. J. 
LaRoche & Co., New York, and M. 
James Manning has been made 
assistant treasurer of the company. 
Both have been with the agency 
for some time. These promotions 
followed that of Crawford Paton 
to manager of research (AA, Nov. 
21). David E. Robinson and John 
F. Price, former company execu- 
tives, are leaving to form the new 
Chicago agency, Price, Robinson 
& Frank. 


Beiber Resigns WHAY Post 


Fred Beiber has resigned as as- 
sistant general manager of Station 
WHAY, New Britain, Conn. Carl 
Flower, formerly with Station 
WKOB, North Adams, Mass., has 
been named program director of 
WHAY, succeeding William T. 
Walker, resigned. Mr. Flower also 
will supervise copy. 


A BONUS 
EVERY MONTH 


St. Petersburg GROWS perma- 
nently and seasonally. Each 
passing month makes new rec- 
ords in all indices. 


For YOU a BONUS every 
month. 


To St. Petersburg's permanent 
population of 100,234 ADD 
296,455 additional, prosper- 
ous winter and summer visitors 
(actual, personal registrations 
—and only about | in 5 regis- 
ter). These are additional, 
BONUS customers. 


“The BEST way to reach them is 
in the St. Petersburg TIMES .. . 
covering 86% daily and 93% 
Sunday . . . of St. Petersburg 
City Zone Readers. 


ST. PETERSBURG, FLORIDA 


Sunday T | M E S Daily 


Represented by 
Theis & Simpson Co., Inc. 
New York Detroit Atlanta Chicago 


V. J. Obenaver, Jr. in Jacksonville, Flo. 
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Advertising Age, December 5, 1949 


Telling Our Story 
Truthfully, Anahist - 
Sales Head Declares e ad 
New YorK—‘“So effective was iil mn e iver 
the basic promotion,” J. W. Clis- 
sc id, director of sales, Anahist Co., : 4 
tod the Sales Executives Club of ; 
N-w York Nov. 29, “that three | 
weeks after the first shipments : 
went out, we actually had billed | | e X a S () W | S 
four times as much merchandise 
in factory dollars as we had spent 
in advertising.” ' 
Mr. Clissold said that the Ana- s 
nist Co, in marketing its new anti ae ALONG THE MOTOR ROUTES OF THE DALLAS NEWS 
histamine cold preventive, “had sts 
all the elements of success in its Z , i -™% 
favor.” He admitted temptation to < if 
be flamboyant and to use “scare” g ES 
copy in consumer advertising, but (= 
said that the company has main- om F — s/f 
tained a policy of “telling our story ror Zels 
truthfully, honestly, and in good ene Zi} 
taste.” #F y 
Three elements of success in the 4 
jump of the Anahist Co.’s sales oe = \ ; 
from nothing to a million dollars —— anne a — a fee 
. in the first month, according to \ m — °°» 7 
—_ Mr. Clissold, were a year-around ee Wichita .. 
ing market potential; product effec- Falls Detroit af 
‘ine tiveness, and repeat sales value. WICHITA 8 “ms Parts 9. Anim 
Upon those elements, Mr. Clis- . Saint Jo Whitesboro ste oon se a 
an sold explained, Anahist Co. con- D oN owen v =. Pode hal New Boston 1: 
\ar- structed a marketing program that / a V ay i a oe , Regan | Oapert DeKalb oo 
’ devoted particular attention to KR n AR YE? Te ” 
_ fundamentals which he called “the e + hoi © ah . 48 ee o —— 
pertinent P’s”—product, package, Senger | "so fool eee tS A 
o— policy, price and profit, promo- Some oe Puan oo ei < ease “ 7. daa y oad 
fes- tion, public relations, publicity ities ion So, 4 Care t oa Pe 4 mby oe 5 4 TWs leauge Spt . ; 
tion fg aud production. Guchen do” % ye bi, 5 <a s Hommel oes ( poste 
mae JACK “st WISE DE a —_— : wee, ae CAMP Cc. 
N. Y. Brewers Plan Vaan Weta ee | ites coun ats HUNT J 24, abars a Gin ARION, ope 
7 ~ ig Pon ns 
een | Bock Beer Festival ae Qiectenidge — oftthw | at oan = Pe ean Te - ke Se a I Wars 
Ya. H “a 4 © doe 4 A te “~ fma: rand Wline! ) \ -oe 
‘st Ito Help Red Cross oe no” | parker AA areant MAAS "Des oN Gledewater anno 
ade STA@PHENS PALOPPINTO 2 Aversdag@es Bothian ke eek | > —- : 
ny. New YorKkK—Members of the oR a Cwaye yee Nr nh \KAUEMA SS VAN ZAND u ie Pat ? 
| local Brewers Board of Trade, at 4 Range @ tos? > peas : Eust06e Broenoag verton * 
ney , ; ° Fgre E-see ye 
ions their annual meeting here last ag2@ = “SEastland <a LA nay fo x«. emer Arma : Carthage 
ton week, voted to sponsor again next ei. S ow wipers 6 Malek » RG aan _ 
Tov. year a Bock Beer Festival (March casTEAne ° of we trasc ANY Py Tide ON fo tke PAN@LA 
ohn \3-18) for the benefit of the Amer- : paet ke io BY Frentston RUS Bee. 
cu ican Red Cross. Last spring the env ¢ Meridian “4 Crag nd oe ween 
re proceeds of the festival amounted > wx * lL... watt” — 
to more than $33,000. oe : en y se RP ? Alta Styl py 
All incumbent officers of the ¢ A. ~ Coglidge oH ‘te oP ee . 
: board were reelected. These in- cae ie) Mexia Tear 7\ AN = Ro Sey, Augus 
: clude: es eR, 7 & Oplwoe rapeland (ty 
as- William Piel, president of Piel Ce en : Fc Croesbeck \ SH bias satin Sty 54 
_ Bros., president; Thomas Lieb- i Gatewille @ XK psx Roo cong - 2 x , 
oe mann, vice-president of Lieb- we ers 5 zat wi e 3 a 
ae mann Breweries, Ist vice-presi- - o> Rise “a oe + Sim, 
af dent; Carl A. Richter, treasurer — ¢ ; ‘ CON a 
j bd - \ & U —— — — A 
T. of Rubsam & Horrmann Brewing a eiseee Come ~~ OAR, Re 9 Frocklin SEE ZZEESZ_ 
also Co., 2nd vice-president and treas- LAMPA wre Belton : eorne Ss 
urer; Gerald A. Walsh, executive ; Ry fev . SSS \W 
— - secretary, and Alfred J. Goodman, ye a Y ——== wae = 
— assistant executive secretary. © Rockdale s'il = ee 
Newly elected directors are:| ow SA wd fe EE 
Frederick M. Linder, president of yw == — SS 
Jacob Ruppert, and Louis Hertz- WILLIAMSON “| — —== =———_ 
berg, president, Metropolis Brew- _ eee 
: ing Co, Austin — = es 
—# 
“ Swartz Heads Coordination ao / 
‘h for Textron Divisions a 
C- Textron Inc., New York, textile 
ma iufacturer, has placed George 
F. Swartz in charge of advertising 3 
Y and ~~ gy Did you know that The Dallas News coverage of white families in Kilgore (in the 
assistant to e 
president. Mr. heart of the East Texas oil fields) is over 51%? This is but one of 218 Texas towns 
nt Swartz will be 
D responsible ~ where The News gives an average coverage of 45% of white families! Moreover, 
r- coordinating the 
- advertising pro- Dallas merchants report that 40% of their volume originates out of Dallas 
2 grams of Textron iti Write f 
" ke paged nel County. No other paper gives such coverage in these communities. Write for 
4 ivities of the ad- 
H, vertising agencies interesting new survey. 
serving each di- 
’ vision 
1s © orge Swartz Mr. Swartz 
- joined Textron in CRESMER & WOODWARD, INC., Representatives: New York, Chicago, Detroit, San Francisco, Los Angeles 
/, ‘9, serving as sales promotion 
‘ me ager until June, 1949, when he 
9 We appointed advertising man- 
48 . Prior to joining Textron he 
We with N. W. Ayer & Son as an fh * 
AS acc unt executive. J j r * 
| Ni ves & Sproul Appointed [ Ps f a OTN A f 
ly y 1esebrough Mfg. Co., New 
S, ss ll ae oe I 
, ork, to handle ad- ’ 
| ve ising for its newly established T E X A S L E A D | N 6 N E W S P A P E k 
| a €ssional products division. Ad- 
lo. _ ising of this division will be 
et! cal only. 
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Food Law Institute 
Promotes Law Study 


New YorkK—Food Law Institute 
Inc., 608 Fifth Ave., designed to in- 
crease education pertaining to de- 
veloping food law, has been 
launched here. William M. Rob- 
bins, vice-president of General 
Foods Corp., is chairman of the 
institute. 

The institute, a non-profit or- 
ganization formed by executives in 
the food industry, is supported by 
contributions from major food con- 
cerns. A minimum annual income 
of $50,000 will be used to develop 
post-graduate instruction and re- 
search in food law at university 


America's first engraver 


Revere. tes 


712 FEDERAL STREET . a, 5 


Phone WAbash 2-8816 


law schools, according to Charles 
Wesley Dunn, president of the in- 
stitute and a prominent counsel 
in the food industry. 

Endorsed by the government, the 
institute already has established 
food law courses at New York Uni- 
versity’s graduate school. Univer- 
sities of California, Washington 
and Minnesota, and the Harvard 
School of Business are expected 
to offer such courses. 


National Drug Names Ward 


Harry P. Ward has been named 
general manager of sales agency 
operations of National Drug & 
Chemical Co. of Canada, Montreal. 


The sales agencies are operated as 
subsidiaries of the parent com- 
pany, distributing British, Ameri- 
oon and Canadian products to the 
Canadian drug trade. 


| Sperber Names Walsh 


Lawrence Sperber, Montreal 
dress manufacturer, has named 
Walsh Advertising Co. Ltd., Mon- 
treal, to handle its account. News- 
papers will be used. 


New Indiana Standard Ad Promotion 
Boosts 1950 White Crown Gasoline 


Cuicaco—Standard Oil Co. of 
Indiana is using newspapers, ra- 
dio programs and spots, television 
commercials, 24-sheet posters and 
dealer display material in a three- 
month winter campaign for its 
1950 White Crown gasoline. 

Newspaper advertisements fea- 
ture an illustration of a Standard 
Oil dealer near a White Crown 
pump and another of the “fast- 
firing molecule,” which will get a 
heavy play throughout the drive. 

The improved gasoline, says the 
company, insures “the best pos- 
sible starting and warm-up per- 
formance for all types of motor 
vehicles.” 

Describing the 1950 White 
Crown gasoline, ad copy declares: 
“Billions of the fast-firing mole- 
cules and other ‘fast-starters’ are 
blended into 1950 White Crown, 
using a completely new formula 
developed by Standard scientists. 


“The tremendous supply of these 
molecules was made ‘possible by 
utilizing a patented process for 
saving them in large, refrigerated 
tanks all last summer. Now enjoy 
one-second starting, 19% faster 
warm-up plus higher anti-knock, 
to give you all the power your 
engine can deliver.” 


@ Ads are scheduled to run in 1,- 
681 daily and weekly newspapers 
in Indiana Standard’s 15-state, 
midwestern marketing territory. 

Eighteen newspaper insertions, 
ranging in size from 112 to 1,175 
lines, will be used, although all 
papers do not carry all ads. One 
of the advertisements will appear 
in color in some newspapers which 
make color available. 

Both live and film commercials 
will be used to plug the product on 
the company’s new Wayne King 
TV program (9:30-10 p.m., CST, 


THESE 2 PUBLICATIONS 


In the multi-billion 


dollar construction market, 


your product selling job is never finished until 
you’ve successfully bridged the big sales gap that 
lies between your factory and millions of con- 
sumers. The owner may want your product, but 
if wholesaler and dealer don’t handle it, if con- 
tractor or builder doesn’t know enough about it 


— it’s NO SALE! 


These key sales factors must put the final stamp 
of approval—yes, even the final price—on your 
product. Not until they turn thumbs up on your 
product is it sold. The consumer buys what they 


recommend. 


To do your trade promotion job right, you need 
the readers of both BUILDING SUPPLY NEWS 
and PRACTICAL BUILDER. So talk the lan- 


Write for your free reprint of message No. 1 in this series. 


‘the S 


BETWEEN. YOUR FACTORY 
and MILLIONS OF CONSUMERS 


No. 2 of a series devoted 
to Manufacturers’ Problems in 
Selling the Building Market. 


Far 


guage of wholesalers and dealers in BUILDING 
SUPPLY NEWS, of contractors and builders in 
PRACTICAL BUILDER. No horizontal, all-pur- 
pose publications, these! Each is individually 
tailored to serve the specific interests and prob- 
lems of its own class of readers. 


That’s why more wholesaler and dealer estab- 
lishments subscribe for BSN—why more con- 
tractor-builders pay to read PB. That’s why you 
get extra value, greatest buying power for your 
advertising dollar—when you bridge the sales 
gap between your factory and millions of cor- 
sumers with vital trade promotion in BUILDING 


SUPPLY NEWS and PRACTICAL BUILDER 
—the two publications that SELL MORE for 
smart advertisers because each sticks consist- 


ently to its own last! 


INDUSTRIAL PUBLICATIONS INC. 5 South Wabash Ave., Chicago 3, Ill. 


For over 32 years exclusive publishers to the Building Industry, also publishers of BSN Dealers’ Directory Issue, 
Building Material Merchant & Wholesaler, Brick & Clay Record, Ceramic Industry and Ceramic Data Book 


PRACTICAL BUILDER 


MORE BUILDERS PAY TO READ PB THAN ANY OTHER PUBLICATION 


To sell contractors and builders 
who do residential, commer- 


cial, industrial, rural and re- 


modeling work. 


BUILDING SUPPLY NEWS 


DEALERS PAY MORE MONEY TO READ BSN THAN ANY OTHER PUBLICATION 


To sell the top dealers and 
wholesalers who supply all 
branches of the construction 
market. 


FAST-FIRING—Standard Oil Co. (Indiana) 
is using 1,681 newspapers in the 15 mid- 
western states where it markets its prod- 
ucts to tell the story of 1950 White 
Crown gasoline. Ads in the winter gas 
promotion series range from 112 to 1,175 
lines. McCann-Erickson, Chicago, directs 
the account. 


Thursdays, on NBC’s midwestern 
net). 

The company, through McCann- 
Erickson, also will air 3,000 radio 
commercials on the 34 newscasts 
and sports programs ii sponsors 
over 44 midwestern stations. 

In addition, three monthly 24- 
sheet posters on 1,500 outdoor 
boards, curb signs, pump displays 
and window stickers will be used 
to promote the product. 


ABC's Net Income Down 


American Broadcasting Co., 
New York, has reported an esti- 
mated loss of $482,000 for the first 
nine months of 1949, compared 
with a net income of $440,000 for 
the corresponding period last year. 
ABC did not releas2 the following 
figure, but the network reportedly 
grossed approximately $31,875,000 
during the first three-quarters of 
this year, against $32,130,000 for 
the same period of 1948. 


Littlehale Joins Mosler 


Langdon R. Littlehale, formerly 
account executive of Albert Frank- 
Guenther Law, has been appointed 
director of advertising and assis- 
tant director of sales of Mosler 


Safe Co., Hamilton, O. He will 
make his headquarters in New 
York. 


WE'VE site? PRODUCING 


Pictures 


FOR MORE THAN 39 YEARS 


industrial ... sales ... anima- 
tion . . . public relations . . - 
training .. . theatre ads... from 
20 seconds to 2 hours in leng'h. 


A Few Current Productio: s: 
Federal Reserve Bank 

Jobn Deere 

U. S. Army Engineers 
Commonwealth of Virginia 

U. S. Navy 

International Harvester 

Atlantic City C. of C. 
Northwest Airlines 


Write or wire for information 
an Reid H. Ray : 


LM INDUSTRIES,.INC. — 


208 So. LaSalle — 2269 Ford Phwy. 
Chicago 4, i. St. Paul 1, Minn. 
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Triply Honored by Freedoms Foundation 


Three authors receive awards 


for articles in THE AMERICAN MAGAZINE 
advancing the American Way of Life 
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AVAILABLE NOW -—Reprints of these three award ; 
winning articles. Just send a card with your name + 
and address to: THE AMERICAN MAGAZINE, 250 Park > 


Avenue, New York 17, N. Y. Roe 


Freedoms Foundation’s recognition of 
three articles from The American Magazine 
will come as no surprise to its millions of read- 
ers. Month after month, year after year, this 
magazine has made speaking up for freedom 
and the American way of life an important part 
of its editorial program. As truly American 
in fact, as it is in name, this magazine brings its 
readers articles, features and fiction that inform 


VALLEY FORGE, PA., NOV. 21.—At this historic site, where 
the cause of American freedom faced its most crucial test, 
General Dwight D. Eisenhower today presented Freedoms 
Foundation’s first annual awards for outstanding service in 
promoting the American way of life. 

First place in the magazine article division was awarded 
to Roger Butterfield for an article in The Saturday Evening 
Post. Winner of second place, for an article in The American 
Magazine, was Louis R. Bruce, Jr., a full-blooded American 
Indian who has become one of New York State’s leading dairy 
farmers. Seventh place was also won by an author writing in 
The American Magazine. Willford 1. King, Ph.D., Professor 
Emeritus of Economics at New York University, received this 
honor for his article entitled “U.S. at the Crossroads”. The 
American Magazine was triply honored when another of its 
authors, Sou Chan, a Chinese immigrant, was awarded a 
gold medal for his article about the new opportunities he 
found in America. 

Both Mr. Bruce’s article and Mr. Chan’s article were 
selected from a series entitled “What America Means to Me” 
—a regular feature of The American Magazine. 


America 
means to me 
by Sou Uhan 


AS TOLD TO WAYNE AMOS 
The author, owner of the famous 
restaurant, “ House of Chan” 


The son of a poor Chinese farmer tells how he climbed the “Gold 
Mountain” and found more than riches in the land of opportunity 


THT away | think—whe am Ito be insisted we stay with them all slong the way 

fe @ becouse of vy freends thet | feel rch 
Not boLause | own & quarter culhon-dotles 
restaurant, the House of Chan. New York, 


then. We hed to pay © ee, ond moet of we 
could gO Only (wo or (hvee yeary 
| ved eth my father and mothe: reo 
ater. and fow brother i 4 two-room hut 
with & dirt Boor Whale | tended the fnenaty 
com | aed 0 dream of the Com Sum 
home outsade the city for my eve and two entan WiemS Gna hiegas 
1) howe & day, © days & work. ine 
| feet rch, too, because last year | was able to — cotion-weaving factory for board and room 
own native China, and many other pars of = give $12,065  Chrutmas bonuses to 37 
fant 


emptovery 

Mot bong before be dard Rane Ruth shoo 
for ome Chanter who still has owbte pro 
houncing his sands Imade hensome of 6 litte more money home Now he owned 
he can wn he own individual way the crushed chicken and leuuce soup be 

aed wo bbe we antl 
One thing | know These ings could = to America and one day she come to me 
have happened only mm the Gam Sun (Gold = great excitement, waving « leter ft was 
Mountain) That = what we called America = from my (other and m @ was money for 
when | was growing up in the Ine village of 
Wing Sing in the Canton Province of China 


for wapection three Uemes during the whet 


month auto wip through the West, friends «such thing as 2 free publ school m Chine = trip, Many of us wgre seasick But or did 


Me 006 basin the vraag 
Vitel of 


as well as entertain — that help them in their 
plans to better themselves, their homes and 
their country. 

This consistent editorial program has earned 
The American Magazine its unique position 
among readers and advertisers alike. It has made 
The American Magazine not only a vital moral 
force — but also a vital advertising medium be- 
cause it has the trust and confidence of its readers. 
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AM ME Ltd dle oat AT 
POLITICAL AND 
ECONOMIC RIGHTS 
which protect the dignity and A 
freedom of the individual Nie; 


Right to worship God in 


one s OWN way 


Right to work im cull- 
ings and localities of our 
chonwe 


Right to free speech and 
press 


Right to bargain with 
our employers 


Right to assemble 


Right to petition for Right to go into business 
grievances compete. make a profit 

Right to privacy in our BR Right to bargain for 
homes goods and services in a ER 


free market 


Right to habeas corpus— 
No excessive bail 


Right to contract about 
our affairs 


Right to trial by pury—in 
nocent till proved guilty 


me Right to the service of & 
S government ay a protec 
tor and referee 


Right to move about 
freely at home and 
abroad 


Right w freedom from 
Aj “arbitrary” government 
AA regulation and control 


Right to own private 
property 


CONSTITUTIONAL GOVERNMENT 


designed to 


SERVE THE PEOPLE 
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Newspapers Extolled by Philip Morris 
Executive at Vending Machine Meeting 


ATLANTIC City, N. J.—Manufac- 
turers who merchandise their pro- 
ducts through vending machines 
were urged to do more advertising 
in daily newspapers by Zenn Kauf- 
man, merchandising director of 
Philip Morris Co., New York, at 
the annual meeting of the National 
Automatic Merchandising Associ- 
ation here last week. 

Pointing out that newspapers 
reach more people regularly than 
any other medium, including ra- 
dio, movies and television, Mr. 
Kaufman said “that is why Philip 
Morris is spending more than $3,- 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 
o., Inc. 


KY 


000,000 a year for newspaper ad- 
vertising.”’ 

Merchandise should be _ sold 
through vending machines with 
the showmanship formula used by 
daily newspapers, Mr. Kaufman 
said. He advised coin machine men 
to employ the elements of mystery, 
conflict, pictures, color, beauty and 
sex in their advertising for mass 
distribution. 


ws The convention was held in con- 
junction with an exhibit of all types 
of vending machines and supplies. 
More than 130 manufacturers and 
suppliers displayed their products. 

George M. Seedman, vice-presi- 
dent of the Rowe Corp., New 
York, was elected president of the 
association, succeeding Ford S. 
Mason, Lockport, N. Y. 

Mr. Seedman in an interview 
following his election told report- 
ers that the development of elec- 
tronics will revolutionize retail 


merchandising. He emphasized that 
the industry is not seeking to re- 
place “personalized selling,” but 
that it is striving to take merchan- 
dise to places that either are in- 
accessible or unprofitable for ordi- 
nary methods of retail distribu- 
tion. 


Lancaster Changes 


Paul Lancaster has resigned as 
sales manager of the Yakima Fruit 
Growers Association, Yakima, 
Wash., national sales organiza- 
tion for fruit growers, to become 
vice-president in charge of sales 
for the Yakima Fruit & Cold Stor- 
age Co. Ray Forman, formerly as- 
sistant sales manager, succeeds 
Mr. Lancaster. 


Railroad Admen to Meet 


The annual convention of the 
Association of Railroad Advertis- 
ing Managers will be held Jan. 
20-21, 1950, at the Sheraton Hotel, 
Chicago. Association President 
Horace O. Northcott, assistant to 
the president of the Union Pacific 
Railroad, will preside at business 
meetings. 


Advertising Age, December 5, 1949 
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WASHINGTON—Department store! 
business during the week ended | 
Nov. 19 was better than in the 
preceding week but still 8% below 
the volume last year. 

The latest Federal Reserve Board 
report on retail sales offers little 
indication as to how holiday bus- 
iness this year will compare with 
last year’s. 

Until the steel and coal strikes 
came along, department store exec- 
utives had been fairly optimistic 
over 1949 prospects. Many of them 
had placed orders in expectation 
of a large volume. 

Business men who use depart- 
ment store sales as one of the bus- 
iness indicators can draw two con- 
clusions from the latest report. 
First, consumers are doing less of 
their holiday shopping early, prob- 
ably because shortages no longer 
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 POST-GAZETTE 


REPRESENTED NATIONALLY BY MOLONEY, 


Salesmen are back to pounding the pavement and ringing 
the doorbells again, and they need all the “help” they can 
get. Give them the Post-Gazette “\bonus”’ in Pittsburgh— 
the bonus of the BIG Circulation that routes your advertis- 
ing as you route your salesmen to help sell the million 
central city people—and then travels beyond to sing the 
same selling song.to the two million more who live in and 
around the 144 cities and towns of 1,000 to 75,000 population. 


REGAN & SCHMITT, 


eS Re 


THE LARGEST CIRCULATION OF 
ANY PITTSBURGH DAILY NEWSPAPER 


Federal Reserve Figures on Department Store Sales 


INC. 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 


Week to Nov. 19, ’49*p341 
Week to Nov. 20, '48*..371 
Week to Nov. 12, ’49*..316 
Week to Nov. 13, ’48*..346 
Week to Nov. 5, ’49*....315 
Week to Nov. 6, ’48*....320 


pPreliminary. 
*Not adjusted seasonally. 


exist. Second, in cities where pro- 
motional sales were held, total 
volume is close to last year’s rec- 
ord sales. 

Until the Federal Reserve Board 
figures for the first week in De- 
cember are released, however, it 
will be impossible to accurately 
forecast 1949 holiday sales. From 
the first week of December until 
Christmas, sales in each of the 
postwar years have paralleled each 
other. 

% Change from 1948 


Week Ended 
Federal Reserve Nov. Nov. Nov. 
District and City 5 12 19 
UNITED STATES ........ - QS —s 
Boston District 2 —8 
New Haven .... - — os —-4 
IED. Vedicievescwe a 4 —1l 
Springfield ..... — —12 
PFOVIGONCE . ...00.000000000000 —1l —5 
New York District ...... -—4 -3 —i7 
BE Sereettensticscrmncese 
Buffalo 
New York 
Rochester ........ 
Syracuse " 
Philadelphia District... -—2? -—4 —5 
Philadelphia _.............« —2 —4 -6 
Cleveland District ........... —38 —15 —1l2 
SEIT Nicsindicanniecdnaiisdiiien —2 —ll —7 
Cincinnati anette 3 —14 —10 
Cleveland —3 —15 —10 
Columbus 10 * —12 
,. srs —6 —20 —15 
Pittsburgh —7 —18 —17 
Richmond District ........ 4—_—4t -— 
Washington  ..........0. 8 
Baltimore ....... en 2 
Atlanta District 6 


Birmingham 
ee 
,/ ae 
New Orleans . 
Nashville _....... 

Chicago District . 
a 
Indianapolis ........ 
DIET “etisehadalinelinguoiiness 
Milwaukee ...............00.. 

St. Louis District ............. 3—M4 —i 
Little Rock . o 


1 

Louisville .... 8 

St. Louis ...... . 4 
Saas 0 —24 3 

Minneapolis District ...... 1 

Minneapolis : 


OO ea 


TUE “sedticsncsimecnenesese 
Kansas City... 
St. Joseph ........ 
Oklahoma City 
Ss.  aeacemitanecity 
Dallas District 
SEITE. iinstnerninscennsatibetaveseies 1 —9 
Fort Worth ...00.0cccccsesesece 5 r-—5 —! 
Sp eee —2 —8 12 
San Antonio .................. 5 —4 19 
San Francisco District .. —1l r—3 —!! 
Los Angeles Area ...... —15 -—2 -—15 
ee —lo —1 —4 
San Francisco .............. —2 4 +4 
{=e —13 —12 --10 
Salt Lake City ............ —6 —15 -5 
SS eee —86 —9 -3 
rRevised. 


*Data not available. 


|WHY OVERLOOK 


10 BILLION $35 
WORTH « SALES! 


Wake up! 15 million American Negr:° 
buy food, drinks, drugs, cosmet’<s: 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is throv:h 
Race publications, the Negroes’ 0 
newspapers and magazines. Throv <b 
them you make friends with the mst 
loyal customers in the world. Trem: 
dous profits are made through adv ™ 
tising to this great and growing m*" 
ket. For full details write Interst«‘e 
United Newspapers, Inc., 545 Fiih 
Ave., N. Y., serving America’s lead’ \£ 
advertisers for over a decade. 
NOTE: We now have facts compiled by . 
® Research Co. of America on br” 
preferences of Negroes from coast to co’. 
the only study of its kind ever made, Write :°¥ 
for this free Information, 
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*The Spend-o-crat—a sportsman with an 
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and the means and leisure to enjoy them. 
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Advertising Age, December 5, 1949 


Du Pont Survey 
Reveals Wide 
Buying Influence 


More Experts Involved 
in Purchases, Study of 
Key Industries Shows 


New. YorK—An eight-industry 
study of industrial buying influ- 
ences, just completed by E. I. Du 
Pont de Nemours & Co. and re- 
leased here last week, emphasizes 
the large number of people in 
industry today who influence the 
purchase of materials and supplies, 
and the wide readership and in- 
fluence of industrial publications 
and advertisements as important 
sources of product information. 

The release was made by Du 
Pont at the office of its agency, 
Batten, Barton, Durstine & Os- 
born, through R. C. Sickler, chair- 
man of Du Pont’s industrial adver- 
tising committee. 

The survey shows that nearly all 
Du Pont customers and prospects 
in eight major industries (automo- 
tive, chemical, food and drug, iron 
and steel, mining, petroleum, rub- 
ber and textile, to which Du Pont 
sold 69% of its products in 1948) 
look to some printed source when 
attempting to locate general in- 
formation about industrial sup- 
plies and equipment. 


s Industrial and business papers 
were mentioned by 79% of the 
respondents, manufacturers’ cata- 
logs by 60%, and direct mail by 
50% as being important sources of 
product information. 

About 73% of all respondents 
mentioned manufacturers’ sales- 
men as important sources of data. 

Nearly all respondents read the 
ads in business papers. Only four 
out of the 1,420 said they never 
read the ads, and only 20 said 
that they seldom read them. About 
95% of the total read ads regu- 
larly or occasionally. 

A total of 89% of the respon- 
dents answered “Yes” to the ques- 
tion: “Is the information con- 
tained in a manufacturer’s adver- 
tising of value in your work?” 


= In the purchase of materials and 
ingredients, 52.5% of the respon- 
dents classified themselves as hav- 
ing a direct influence. In the pur- 
chase of operating supplies, 46.7% 
indicated a direct influence, while 
25.8% reported indirect influences. 
In the purchase of plant and pro- 
duction equipment, 39.5%  indi- 
cated a direct influence. The in- 
direct influences were greater for 
this type of purchase than for any 
other. 

An unusual technique was em- 
ployed in making the study, which 
ws conducted by the industrial 
ac vertising committee of Du Pont’s 
acvertising department with the 
he!p of publishers of nine indus- 
tral publications, and with the 
a:-istance of the market research 
se tion of Du Pont’s trade analysis 
division. 


® Three separate channels of in- 
fo mation were employed to cross- 
ch ck information obtained. First, 
D: Pont sent 6,800 questionnaires 
to men on the mailing lists of the 
Cc apany’s nine producing depart- 
™ nts. Returns averaged 21%. 
-econd, nine publications mailed 
al out 10,000 questionnaires to ran- 
dn samples of their subscribers. 


: ue in this group averaged 
v 0. 
\ ‘imally, personal interviews 


ve made by the market research 
Ss tlon with 200 individuals in 24 
Du Pont’s customer companies. 
“he study examined five basic 
Se es problems: Exploratory sell- 
» to determine the extent of a 


market; introductory selling of 
new products or improvements in 
products; extension or expansion 
selling, to add new users; mainten- 
ance selling, to hold an established 
or declining market; and educa- 
tional selling, to explain facts 
about products or policies. 

The Du Pont advertising de- 
partment, Mr. Sickler said, will 
present the survey results to sales, 
management and production 
groups in each of the company’s 
manufacturing departments. It is 


also arranging for presentations 
before regional chapters of the 
National Industrial Advertisers 
Association. 


ws Asked how the Du Pont study 
compared with NJAA’s buying 
practices survey, Mr. Sickler said 
the two could not be compared 
because the objectives of the stud- 
ies were different, as also were the 
methods employed. He said some 
agreement with respect to stan- 


dardization of industrial surveys 


would be desirable. 

The Du Pont study emphasizes 
three facts, Mr. Sickler pointed 
out: “ 

“1. It shows that more key men 
in industry than ever influence 
what is being purchased. 

“2. It shows that buying influ- 
ences are not confined to any one 
group, but may be exercised by 
men in management, production, 
engineering, research and pur- 
chasing, according to the products 
and needs involved. 


“3. It confirms that men in in- 
dustry get product information 
from various sources, and it 
stresses the importance of adver- 
tising and promotion as tools in 
today’s selling program.” 

Publications which participated 
with Du Pont in making the study 
included Automotive Industries, 
Chemical Engineering, Coal Age, 
Engineering & Mining Journal, 
Food Industries, India Rubber 
World, Iron Age, Oil & Gas Jour- 
nal and Textile World. 


THE “BEE LINE” TO SALES 


Two facts point the quick way 
to sales in the great Los Angeles market. 


First, better than six out of every ten of your 
potential customers reside in the A.B.C. City Zone. 


Second, thousands more of these city zone 
families read the Herald-Express than read any 


other daily paper. 


It is self evident that the “bee line”’ to 
sales in Los Angeles is the Herald-Express with 
its lead in city zone, and city plus retail 
trading zone daily circulation. 


It is your top spot ‘anchor’ medium! 


ANCHOR MEDIUM 
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quarter century that a New York evening 
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Mutual of Omaha Names Bozell & Jacobs 
to Handle Magazine, Awards Advertising 


OmaHnaA—Bozell & Jacobs, Oma- 
ha, has been named to handle a 
national magazine advertising cam- 
paign for Mutual Benefit Health 
and Accident Association and 
United Benefit Life Insurance 
Co., both of Omaha. 

The campaign will include 
monthly full-color pages in Life, 
Time and The Saturday Evening 


Post. First of the series will start 
in January. 

Also, through B&J last week, a 
national program was launched by 
Mutual of Omaha to promote safe- 
ty and health. President V. J. Skutt 
of Mutual Benefit announced two 
national awards to be given an- 
nually. One is for $10,000 to the 
individual in the United States, 


Canada, Alaska or Hawaii who 
makes the greatest contribution to 
health and safety in his country. 
The other is a $4,000 college 
scholarship as first prize in a na- 
tionwide oratorical contest among 
high school juniors and seniors 
talking on “Live Safely; Live Hap- 
pily.” The high school producing 
the winner gets $1,000. 


a The $10,000 award shall be 
known as the Dr. C. C. Criss 
Award, honoring the company’s 


founder, now chairman of its 
board. 

Tying in with the awards will 
be a series of public service ad- 
vertisements in dailies and na- 
tional magazines. Six regional, 
state and local contests will be 
held in connection with the schol- 
arship award during the 1950-51 
school year. 

Ruthrauff & Ryan continues to 
handle the Mutual of Omaha radio 
account. 


IOWA STATE 
COLLEGE CHECKED. 


HERE'S WHAT 
HEY FOUND OUT! 


Iowa corn raisers are experts—but even a champ needs 


competent coaching and advice. 


When Iowa’s champion farmers point to Wallaces’ Farmer 
and Iowa Homestead as their source of information on growing 
corn—you can be sure it’s edited with authority by people who 
know what their readers want. You know it’s the best place to x 
reach the Iowa farmer with news of your services and your f 
product because it’s the publication he reads cover to cover to 


help him in his daily work. 


Find out where the Iowa farmer goes for information on the 
particular subject most closely related to your product. 100 page 
study now available based on an independent survey conducted 
by the Statistical Laboratory of Iowa State College. Know the 
facts—don’t guess! Send for your copy of “InFARMation Please”. 
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Sun Oil President 
Writes an Ad Memo, 


and It Becomes Ad. 


PHILADELPHIA—One big problem 
of the Sun Oil Co.’s advertising 
department this fall was how to 
close their large fall Sunoco gaso- 
line ad campaign so that it would 
leave a lasting memory on the 
minds of newspaper readers. 

One day a note came down ito 
the department from Robert C. 
Dunlap, president of the company, 


with proofs of the ad series at- 
tached. 

That note and the attached proofs 
of the fal] series gave the depart- 
ment an idea. Working with Sun 
Oil’s agency, Hewitt, Ogilvy, Ben- 
son & Mather Inc., New York, they 
combined all the past ads into one 
and rewrote the president’s mes- 
sage to read: 

“These ads are fine but don’t 
forget—there’s no proof like one 
tankful of Sunoco Dynafuel.” 

The note was transposed over the 
ads. 

The final ad began appearing in 
the first of some 400 newspapers on 
Nov. 28. 


Clissold to Direct 
Anahist Sales Force 

J. W. Clissold has been elevated 
to the newly created position of 
director of sales of the Anahist Co., 
New York. He 
formerly was 
sales manager. 

M. G. Folens- 
bee, formerly of 
Standard Brands, 
has been named 
Manager of 
wholesale and 
chain drug sales 
and Clyde G. 
Williams, pre- 
viously with 
Murray Breese 
Associates, has 
been appointed manager of 
dustrial and institutional sales. 


J. W. Clissold 


Ine 


Four Name Jordan Agency 

Jordan Co., Los Angeles, !:as 
been appointed to handle national 
and regional advertising of EF t- 
Barr Co., Pasadena, manufactu’er 
of housewares and novelties; H»!- 
lywood Art Associates, Hollywo 0d, 
publisher of art instruction boo<s; 
Perma-Nail Co., Burbank, cosm¢ '!¢ 
manufacturer; and United Te:!- 
nicians, San Diego, TV set ma - 
tenance and insurance. 


Bristol Names Shenton ~ 
Bristol Nurseries, Bristol, Co: |. 

has retained K. C. Shenton ¢ |- 

vertising Service, Hartford, to h: °- 


dle advertising of its perenni: ‘5, 


| trees, shrubs and vines. 


COVERS OAKL! ND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,00 


Represented no! " 
ally by Burn-Sm ‘> 
Co., inc. 
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TV Families’ 
Habits Key of 


Future: Roper 


July Study Shows Those 
with TV Sets Entertain, 
Read and Go Out Less 


New YorK—‘“Introduction into 
our lives of television on a large 
scale is reshaping leisure-time 
America. Recreational habits of 
those bitten by the television bug 
bear little resemblance to those 
who have not yet been exposed. 
Non-owners of television are what 
America used to be like. Owners 
are in all probability very much 
like what we are all going to be.” 

This was the crux of Elmo Ro- 
per’s report on TV, based on his 
findings in a nationwide study in 
July. He made public his findings 
during his regular broadcast on 
CBS yesterday (Dec. 4). 


s Contrasting the habits of video 
and non-video families, he said 
of the latter: 

More than half—53%—are likely 
to be listening to the radio almost 
any evening after dinner. 

One-third usually sit down to 
a newspaper, magazine or book. 

Sixteen per cent usually enter- 
tain guests or go visiting at night. 

Fifteen per cent reported they 
usually “sit around and talk to the 
family.” 

(Total percentage is well over 
100, since most people, who were 
asked to list at least two after- 
supper pastimes, included that 
many and sometimes more.) 

Television families, on the other 
hand, spend their non-working 
hours as follows, according to Mr. 
Roper: 

Eighteen per cent usually read 
in the evening. 

Visiting, entertaining or play- 
ing cards were listed as leisure 
pursuits by 10%. 

A mere 6% said they engage in 
after-dinner conversation at home. 

Some 75% said almost any eve- 
ning they’re likely to be found 
looking at TV. 


# In general they go to fewer 
movies, night spots and bars than 
the non-TV owners. Wrestling and 
roller derbies are, however, at- 
tracting more spectators apparently 
because of their television popu- 
larity. 

The pollster said two-thirds of 
the video set owners spend an av- 
erage of two hours daily watching 
TV, with women devoting more 
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time to this form of entertainment 
than men, and young people more 
than older people. 

“We found that if people own 
a washing machine, a refrigerator, 
a telephone and their own home, 
they are more likely to own a 
television set than if they don’t,” 
Mr.’ Roper continued. “We also 
found middle-aged people tend to 
own sets more than either younger 
or older people. Younger people 
would not, of course, be expected 
to have the financial means to 
buy a set as much as people a 
little older. But apparently the 
older generation takes to this new- 
fangled medium more slowly than 
the rest of the population.” 


w The study showed more well- 
to-do and wealthy families with 


sets than poor families, but found 
TV “has a strong pull with all 
segments of the economy.” 

Percentage of ownership (in TV 
areas, of course) was as high in 
small towns as big cities—and did 
“not fall off appreciably even on 
the farms of America.” People 
generally believe video programs 
are improving constantly. 

As a further indication of the 
influence of the new medium, Mr. 
Roper discovered that a “sizable 
portion of the non-owning families 
have every intention of getting a 
set just as soon as they are able.” 

An added bit of information 
which should be of particular in- 
terest to set manufacturers: In 
74% of the cases, men were “di- 
rectly responsible for buying the 
television receiver.” 


Pittsburgh Names VanSant 


VanSant, Dugdale & Co., Balti- 
more, has been appointed to han- 
dle advertising for the Baltimore 
brush division of Pittsburgh Plate 
Glass Co. The Baltimore division 
manufactures power driven and 
custom designed industrial brushes 
and Gold Stripe and Neoceta paint 
brush lines. 


Larsen Television Moves 


Larsen Television Picture Corp. 
has opened new offices and tele- 
vision film production studios at 
3177 N. Broadway, Chicago 14. 
William Burton Larsen heads the 
organization. 


Malcolm Sills Joins Axelson 


Malcolm Sills, who handled pub- 
licity for the Chicago Railroad 
Fair, has joined Axelson Adver- 


37 


tising Agency, Denver, as account 
executive. Tom Axelson, head of 
the agency, bought out the C. F. 
Cusack Advertising Agency last 
July and changed the name of the 
organization Dec. 1. 


MOSS PHOTO SERVICE Inc. 


155 West 46 Street, New York 19, N. Y. 
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BUSINESS PUTS UP ITS BILLION IN PITTSBURGH 


Pittsburgh’s billion-dollar industrial expansion is far 
beyond the stage of “‘just talk.’’ Already, $790,000,000 
worth of building and expansion of plants is completed 
or in the works. 

The Federal Census of Manufactures now finds 2,225 
industrial plants, employing 338,000 men and women, 
in the Pittsburgh district, consisting of Allegheny, Beaver, 
Washington and Westmoreland Counties. Value of 
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Now a forest of steelwork, the 700,000-square-foot Continental Can Company plant 
will look like this to plane passengers coming into Allegheny County Airport. 


You can share in the expanding Pittsburgh market— 
a fabulously rich market now, with expansion plans that 
are the talk of the nation. To make capital of this great 
market’s new stability, rely on the old stability of The 
Pittsburgh Press. 

For 42 consecutive years The Press has been Pitts- 
burgh’s No. 1 newspaper for solid results. In its forty- 
second year of leadership, The Press published more 
advertising than any Pittsburgh newspaper ever before 
published. This year The Press is headed for another 


record-smasher and its forty-third year of leadership— 


because The Press still has the habit of producing results 
for its advertisers. 
Call, write or wire your Press Representative for more 


pemen, 
w0.1° 
wO.> * 
a 
\) R 
Represented the General 
Advertising Department, 


Scripps-Howard Newspa- 

rs, 230 Park Avenue, New 
York City. Offices in Chi- 
cago, Cincinnati, Detroit. 
Fort Worth, Philadelphia, 
San Francisco. 
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manufactured products has gained 166% since 1939. 

Construction of new buildings now started and planned 
will furnish three years of steady employment for 53,000 
workers. Foundations for the 40-story U. S. Steel-Mellon 
Bank Building are being sunk and at least four other 
skyscrapers are on the boards. Millions upon millions 
are being invested to insure the stability of the great 
Pittsburgh industrial area. 


information about The Press and the fabulous Pittsburgh 
market. Every Scripps-Howard Representative is a 
Press Representative. 


TOTAL ADVERTISING LINES 


published in first 9 months 


1948 1949 Change 
PRESS (e) 12,796,909 13,540,569 +743,660 
PRESS (S) 5,840,815 5,737,072 —103,743 
Post-Gazette (m) 7,157,346 6,859,709 —297,637 
Post-Gazette (S) —- 1,701,799 a 
Sun-Telegraph (e) 8,585,472 9,049,166 +463,694 
Sun-Telegraph (S) 5,098,437 4,814,001 —284,436 


Sunday figures include all suppl Source: Media Records, Inc. 


ee The Pittsburgh Press 


No 


in City Circulation — in Classified Advertising — in Retail Advertising — in 
General Advertising —— in Total Advertising 
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Health Officers Scratch Heads 
Over Anti-Histamine Claims 
W ASHINGTON—High-powered 
promotion of anti-histamines has 
public health officials in a box. 
The pills are certified “safe” by 
the Food & Drug Administration, 
but there are some widespread 
misgivings over the claims that are 
being made and the kind of pro- 


LETTER GADGETS keep those letters out 
of the waste basket and pay for them- 
selves many times. These ‘are attention- 
getters which triple the pulling power of 
letters or circulars when properly used. 


Send $1.00 for catclogue 


50 and 
copy suggestions for their use. 


PM MT Oi oe rae 
Room 303, II] W. pb te 


By STANLEY E. COHEN, Washington Editor. 


motion some of them are getting. 

In at least one instance, Food & 
Drug Administration has stepped 
in to force a manufacturer to add 
a warning to his package explain- 
ing that anti-histamines should not 
be taken before driving a car or 
using machinery. 

Health officials have little clini- 
cal information to go on. Some say 
anti-histamines merely alleviate 
symptoms of colds. Daniel L. Sech- 
inger, public health officer of the 
District of Columbia, advised the 
public: “The most safe and sane 
treatment for the common cold is 
to go to bed.” 

Nevertheless it looks as if phar- 
macal manufacturers have a clear 
track ahead—at least until Fed- 


eral Trade Commission decides to 
challenge some _ anti-histamine 
claims. At the moment, the com- 
mission has little or no data to 
prove or disprove the ads. It may 
have more, however, if the Navy 
decides to go ahead with mass- 
testing experiments currently un- 
der consideration. 
ee e« @ 

Both ends of Pennsylvania Ave. 
are alarmed over the financial 
plight cf air and rail carriers. 
Airlines are holding their own fi- 
nancially, thanks to a fattened 
postal subsidy. The railroads, sink- 
ing back into the red, have raised 
coach fares to the point where air- 
coach often undersells them. 

Early in the spring, the Senate 
commerce committee will delve 
into the transportation muddle. 
Among the unpleasant aspects it 
will explore is the impact of gov- 
ernment regulations on carriers, 
and the effect of that impact on re- 
lations between carriers. At the 
same time, the White House may 
have something to say. Commerce 
Department is rushing, against a 


Dec. 1° deadline, to complete a 
special transportation survey re-| 
quested by President Truman. 

ee e« @ 

Some of Federal Trade Com- 
mission’s most interesting cases 
are jammed up as a result of the 
unprecedented turnover in com- 
missioners—three of the five hav- 
ing resigned or died during the 
past year. Among some 30 cases 
which must be reargued before 
the rebuilt commission, beginning 
Jan. 4, are seven involving the use 
of cosmetic demonstrators. 

Others involve ads for Philip 
Morris, Procter & Gamble’s “Teel,” 
and Carter’s Little Liver Pills. All 
the cases have been argued pre- 
viously, and were awaiting de- 
cision when the commission began 
falling apart. 

a? eer 

The Bureau of Agricultural Eco- 
nomics says that the U. S. popula- 
tion—currently slightly over 150,- 
000,000—may reach 188,500,000 by 
1975. Even under adverse condi- 
tions, the bureau’s forecasts, by 
region, visualize a national total 


“WHEN SECONDS \ COUNT... 


ADVERTISING AGENCIES are c 


Like most window units this size, this full color Budweiser display 
has about 7 seconds in which to tell its story to passing pedestrians. 
Yet this display delivers not one—but two messages—in the allotted 
time. It presents Budweiser Beer in dramatic and impressive fashion. 
It also announces the local showing (see side card at lower right) of the 
famous Anheuser-Busch Champion Clydesdale Horses. Its central panel, 
primarily designed as the center of attraction for this window display, 
will later hang as a decorative wall piece in retail outlets featuring 
Budweiser for longer periods. This striking multi-purpose display, as 
developed in collaboration with Anheuser-Busch, is another example of 
intelligent use by an advertiser of our outstanding creative facilities. 


We would welcome an opportunity to work with you on your display, 
labeling or packaging requirements. If your problem is particularly 
complex, we'll gladly offer the services of our unique Marketing 
Division whose marketing analyses have pointed up the solutions to 
many tough assignments. 


CONSOLIDATED 


1013 Grand Street, Brooklyn 6, N. Y. ° EVergreen 8-6700 
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CLYDESDALE HORSES 


ordially invited to draw on our specialized Point of Sale Advertising “know-how.” 


-|Evron Co., 
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of 163,337,000. About one-fourt) 
of the increase will be on the We: 
Coast. 

P.S. The Federal Security Ac- 
ministration reports that the stor 
is continuing to do its best. For 
nine months of 1949, there were 
2,669,000 registered births, a raie 
almost identical to last year’s rev - 
ord 24.2 per thousand, 


Civil Aeronautics Administra- 
tion confirms a sad fact about pri- 
vate flying: A 7% drop in flying 
hours of private and non-sched- 
uled aircraft during 1948. Flight 
training—57% of the total—was 
off 17%. Sole bright spot in the 
picture is “business flying.” Flights 
by executives, farmers and others 
on business totaled 2,576,000 hours 
—17% of the total—an increase 
of 31%. 


Census Bureau is clearing the 
decks for year-end surveys in the 
manufacturing and retailing fields. 
The manufacturing study, supple- 
menting the quinquennial Census 
of Manufactures, will get em- 
ployment, payroll, cost of material 
and value of product data from 
40,000 representative establish- 
ments. The retail survey will get 
inventory and sales figures from 
large independent retail estab- 
lishments in 68 census sampling 
areas. 

e ee e@ 

Department of insipid press 
agentry: 

“On Monday, Dec. 12, Herbert 
Hoover, the only living former 
president of the United States, will 
make his first major public ad- 
dress since leaving the White 
House”—first sentence of a press 
release ballyhooing a special con- 
ference of the Citizens Committee 
for the Hoover Report. 

eo 2: @ 

Federal Reserve economists say 
business during the third quarter 
of 1949 recovered a considerable 
portion of the momentum lost dur- 
ing the first half of the year. 

Expenditures for automobiles 
went from $8.7 billion in the third 
quarter, 1948, to $11 billion in the 
third quarter of 1949. Expenditures 
for furniture and appliances, which 
had dropped from $12.1 billion 
in the third quarter of 1948 to 
$10.1 billion in the second quarter 
this year, were back to $11.1 bil- 
lion. Nondurabies were less prom- 
ising. Food was off $3 billion, and 
clothing and shoes showed a 14% 
drop from the fourth quarter of 


48 to the third quarter this year. 


Form PR Organization 


Melvin-Silverman Inc., public 
relations, has opened offices in 
the Hollywood Plaza Hotel, Holly- 
wood. Officers are Jack Melvin, 
president, and David Silverman, 
executive vice-president. Mr. Mel- 
vin was previously public relations 
director of Hunt Foods. Mr. Sil- 
verman was formerly owner of 
Chicago pharmacecu- 
tical manufacturer. 


WKRC Appoints Two 


Harvey Carey, program dire: ‘or 
since 1947 of Station WKRC, Cin- 
cinnati, has been transferred to 
the sales staff, where he ill 
handle both national and | cal 
sales accounts. Paul Shumate, '°I- 
merly a producer at Stat on 
KMOX, has been appointed } 0- 
gram director. 


Names Fred Armstrong 


Fred Armstrong, Toronto, p >- 
lishers’ representative, has b e? 
appointed to represent L’Evan: ’!- 
ine, Moncton, N. B., which chan e4 
to a daily last month. Mr. A) 1- 
strong will cover the Ontario id 
Quebec territory. 


ABC Adds Two Members 


Canadian Printer & Publis! ” 
Toronto, and Canadian Sales 
gest, Toronto, have been admit ¢ 
to membership in the Audit !u- 
reau of Circulations. 
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PYRAMID 


HANDKERCHIEFS 
In white and coloured for men and women 


Men's 45 cents each, 5 for $1.25 Women's 2s cents 


A TOOTAL PRODUCT 
Maden de Cngand 
te Magura Trage Mart Label 


rPYreauind 


1) umable to cham meppires locally wre to 
BROADHURST LEE CO. LTD., 643 Conig Street West, Montreal, Que. 
TRADE INQUIRIES INVITED. 
eo 


‘BELLIGERENT NOSE’—Canadian newspo- 
pers are carrying copy for Pyramid men’s 
and women’s handkerchiefs, a Tootal 
product made in England by Broadhurst 
Lee, Manchester. Walsh Advertising Co., 
Montreal, is directing the campaign. 


Latest NRFA Study 
Shows Improvement 
in Furniture Sales 


Cuicaco—The downward trend 
in furniture sales has leveled off, 
according to the National Retail 
Furniture Association’s nine-month 
analysis of U. S. furniture buy- 
ing. 

The association reports that, 
while total 1949 sales for the nine- 
month period are off 11.2% from 
the 1948 volume during the same 
period, third quarter figures are 
about comparable with those of 
last year. 

In addition, the study disclosed 
that furniture store inventories 
have been reduced 13.8% since 
last year and that stock turnover 
now is up to 2.87 times annually. 
The average sale this year is 
$64.68, as compared with $68.81 
for the 1948 January-September 
period. é 

The survey also turned up the 
information that operating bud- 


( Advertisement ) 


Named by Eastern Air Lines 


Ric .ard C. Coleman has been appointed 
em loyment manager for their entire 
Sys em by Eastern Air Lines, Inc. Mr. 
Ce ‘man says, “I am a regular reader 
of “he Wall Street Journal because it 
Pr vides an easily-read analysis of 
tc .ds and forecasts in the commercial 
av ‘tion industry while keeping me 
ab cast of activities in other fields.” 

‘ other executives, Mr. Coleman 
knows efficient employees and suc- 
ce sful business men are well-versed 
on their own and related businesses. 
Jcirnal advertisers know they get 
Mure results in sales when the Only 
‘. ‘onal Business Daily brings their 
aC ertising message directly to the 
desks of 236,110 men who make busi- 
ness decisions. 


gets now take 34% of net sales and 
that instalment and open account 
sales remain considerably below 
those made in last year’s nine- 
month period. 


KFI-TV Increases Rates 
Effective Dec. 1, KFI-TV, day- 
time Los Angeles station, will in- 
crease its rates from $25 to $35 
for minute announcements, and 
participation rates from $35 to 
$40. Present rates are on a cost- 
per-thousand basis and the in- 
creases are based on an increase 
in its delivered audience of over 
140%, W. B. Ryan, general man- 
ager, said. The new hour rate will 
be $210, up from the former $170; 
half-hour charges will rise from 
$100 to $125, and the quarter-hour 
rate will be $80, instead of $60. 


Runs Hawaiian Cottee Ads 
Manning’s Inc., San Francisco, 
has launched an introductory cam- 
paign for Manning’s coffee in 
Hawaii with 23 insertions in five 
newspapers. Craw Bros., Honolulu, 
will be the sales representative. 
Knollin Advertising Agency, San 
Francisco, handles the account. 


$97,000 in a new 


3rd in a series... 


hotel laundry 


... was recently invested by the Blackhawk Hotels Co. 
of Davenport, lowa. 

Over 2,000 hotels have their own laundry plants, washing 
some 2,000,000 Ibs. every day. 

To sell laundry equipment, or soaps or detergents—or 
sheets, towels, uniforms and table linens—to this big 
volume quality market, use: 


“ HOTEL Yume 


FOR MORE INFORMATION: 


NEW YORK 21, N.Y. CHICAGO 1, ILLINOIS 
Warren Thompson MayersCo. 0O.A. Feldon & Associates Simpson-Reilly, Ltd., Seattle, 
130 East 61st Street 185 N. Wabash Avenue Los Angeles, San Francisco 


Published by JOHN WILLY, Inc., EVANSTON, ILLINOIS 


WEST COAST 


T ODA YS department store sells 


practically every consumer product 


Will you sell your 
share in 1990 ? 


From housewares to hairpins, diamonds to diapers, mattresses to 
mousetraps — the products America needs are all sold profitably 
and effectively through department stores. With annual sales ex- 
ceeding 13 billion dollars, they offer the third largest retail market 


in America — exceeded only by the food and automotive markets. 


hether they stock, push and sell your product depends on the in- 


dividual merchants. That, in turn, depends on how much they know 


5) about it. From the key buyers to the store head, merchandise manager, 
controller and the advertising, display and training directors — all of 
them must know and support your product if it is to move through 


their stores. 


Whether your problem is one of widening distribution or moving 
merchandise already on the shelves — the best way to enlist store- 
wide support is through regular, forceful advertising in Department 
Store Economist — the publication that is a vital part of the business 
education ef 25,812 members of the management teams in 7,298 


department and departmentalized stores. 


THE authority for the ENTIRE store 


DEPARTMENT STORE 
Pr LONOMIST 


A Chilton & Publication 


—_, 


“_a_A_ 


100 EAST 42nd STREET, NEW YORK 17, N. Y. 


CCA 30,000 copies 
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motion monopolizes... 


Eye-camera studies indicate that the normal free 
vision flits about like a frustrated mosquito which has 
confused Friday with Jersey. 

This illogic of the eye often works oddly ...frinstance 
Constant Reader can scan his newspaper’s Page One and 
not see the cartoon or streamer headline. 

Mrs. Noblots notes a lithographed likeness of Cousin 
Emmy’s girl in Superba Chain’s Window...without 
noting the Sensational Semi-Annual One Cent Sale. 

While Mr. Goway may tumble to the Tomato Surprise 
effect atop a passing blonde, but pass up his wife on the 
corner as if she were a parking meter! 

All of which explains why even Hollywood’s worst 
B picture draws a better b.o. than a Class A museum! 
Anything that moves gets attention... which brings us 
to our commercial... viz., animated displays. 


for several years people bought without looking... 
With normalcy just around the calendar, if not already 
moved in, there will be more looking than buying. 

Some advertisers look to Television, but animated 
displays have fewer headaches, require less investment, 
and bring fast reactions...stop from five to twenty times 
as many people as a good still display... also activate 
dealers and turnover, no doubt about it! 

While the animated display costs more than the still 
...it more than pays for its cost... has a longer life, can 
be moved from store to store, even booked for return 
engagements. It reverses the usual dealer relationship 
... you do the dealer the favor, not vice versa! 

It is practically pure altruism on our part to plug 
animated displays ...as every order involves mechanical 
gadgets and small motors which cut into our take on 
quality board and high class printing. But our business 
is helping your business—with displays! ... Like to see 

some specific suggestions? 


einson-freeman €o. 
sales-motivated lithographers 
starr & borden aves., long island city 1, new york 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


CONVERSATION—Just before the speaking began at the ABP  Lebhar-Friedman Publishing Co.; William K. Beard, executive 
meeting in New York, these were the men at the speakers table: vice-president, Associated Business Publications; and James G. 
(left to right) Dwight Monaco, McGraw-Hill Publishing Co.; Lyne, president of Simmons-Boardman Publishing Corp. and 
William Fountain, Reinhold Publishing Corp.; Arnold Friedman, president of ABP. 


GEMUTLICH—Reception room waiters at LeVally Inc. have the pleasure of being 

waited upon, now that the Chicago agency has instituted a new policy of coffee for 

visitors and staff. Here Taffy Williams serves a cup to Frank Chaffee of American 
Home. 


mi 


Re a etn ae et aR 


CHARGED—Maico Co., Minneapolis, 
hearing aid manufacturer, picked a model 
with a spark for the introduction of its 
new Silvercel, a hearing aid battery 
capable of being recharged. 


VIDEO BACKSTAGE—Kingman Moore (seated, left), director of “Lights Out,’ con- 

fers with Ed Sherwood, TV promotion manager of Admiral Corp., sponsor of the 

NBC-TV mystery drama. Looking on (left to right) are Peter Finney, Kudner Agency 
account executive, and Jack La Rue, narrator for the series. 


CHALLENGE—Carl E. Dunnagan (seated, center), president of Inland Press, told 

members of the Los Angeles Advertising Club, ‘Selling Faces a Challenge.” Sur- 

rounding him at the speakers’ table are (standing, left to right) Theodore S. Rep- 

plier, president of the Advertising Council, and Richard C. Russell, president of the 

adclub. Seated are Harry Wood, Wayside Press; Mr. Dunnagan; and Allerton H. Jef- 

fries, president, Jeffries Banknote Co., who succeeded Mr. Dunnagan as president 
of Printing Industry of America at the group’s Los Angeles convention. 


a ee 


” Why so serious, Santa?” 


Asks LINDA DARNELL, 


Harting iw 
“SVERYBODY DOES 11” 
A 2th Como y fon Preducton 


1. e 
1 guess you d 

be esrtous, Mies 

Darnell, f you hed ot 9. 


ICE POCKET—Wine decanter, produced 

by Manischewitz of Monarch Wine Co., 

Brooklyn, has a back pocket holding up 

to eight ice cubes for chilling the bev- 
erage. 


peny tke 
Git probiems 6 worry 
shout esi bee.” 


EMCEE AT WORK—R. C. Ferguson of Successful Farming, chairman of the agri- + sain tasty’ 
cultural publishers’ harvest party in Chicago, makes an announcement, with helpers : fist and makes 2 


Mildred Dudley, of LeVally Inc., and Bill Miller, Capper Publications, standing by. "Think: Santa, how wondertut i 
ie to give 2 gift the! means 
shekcings toast o) yeer rowad 


A gina gil Menerce s maent bemdita toaster 
th Ra ome bine aod gold pocage 
mes coled te) obaty '¢ make pected toast 
The Procter Custom Toenster, Price $22.50, 
Fed Tex md See one he Prada Siumdord 

Voaster, anty $15.95 fed. lan inet 
Proce: Etectrk Camp ary, Pabudeiphie 40 Fe 


LIFE SIZE—This full color, three-dimen- 
sional display will appear in package 
store windows from Maine to western 
New York state for Genesee Brewing 
Co., Rochester, N. Y. The artwork is set 
back in the cut-out frame and is em- 
FARM FARE—Looking content with platesful of supper at the agricultural publishers’ phasized by a two-bulb blinker, with 
Snoval harvest party, held Nov. 22 at the Hotel Sheraton, Chicago, are (left to “Genesee” flashing red through trans- 
"cot) Lorry Northrup, Erwin, Wasey & Co.; R. A. L. Herweg, Schwimmer & Scott; parent stock behind the letters. The dis- LINDA & SANTA—In this color page, appearing in Life early in December, Linda 
Roy Reynolds, Rogers & Smith; Robert Headon, Rogers & Smith; and L. H. Harvey, play was lithographed by Great takes Darnell of the movies discusses with Santa Claus reasons why a Proctor toaster would 
E. H. Brown Advertising Agency. Press, Rochester. make oa fine Christmas gift. Newell-Emmett Co., New York, is the agency. 
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Bayonne . . . CANNOT BE SOLD 
FROM THE OUTSIDE 


a BAYONNE TIMES isn’t Santa Claus 

- ~ when 99.2% of ALL the 
RETAIL ADVERTISERS in Bayonne use 
THE BAYONNE TIMES EXCLUSIVELY 
to carry their Christmas wy ovo eee 
know Bayonne cannot from the 
outside. 


Send for the TIMES Market Data Book 
THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 


295 Madison Ave., N.Y. + 228 N. LaSalle St., Chicago 


Federated Stores Names Munn 


Lois W. Munn, formerly vice- 
president in charge of publicity, 
advertising and display of Mc- 
Creery’s, New York, has been ap- 
pointed to the newly created posi- 
tion of adviser on merchandise 
presentation of Federated Depart- 
ment Stores. She will make her 
headquarters in the New York 
office. 


Foster to Leave Vance 


G. Bert Foster has resigned from 
Vance Publishing Corp., where he 
has been southern manager in 
New Orleans of American Lumber- 
man & Building Products Mer- 
chandiser for the past 10 years 
and of Wood since it started in 
1946. His resignation becomes ef- 
fective Dec. 31. 


Erwin. Wasey Names Smith 


Ernest H. Smith, formerly di- 
rector of advertising and sales 
promotion of Station CFCF, Mont- 
real, has been named manager of 
the radio department of the Mont- 
real office of Erwin, Wasey of 
Canada. 


controlled 
circulation 


QBY 


verified 
readership 


assure you 
S profitable 
advertising 


America’s market for industrial goods is concentrated in 


35,132 plants which have more than 98.3% 


of the nation’s buying 


INDUSTRY AND POWE 


power. Advertisers can be assured coverage in each and every one of 
these only by magazines willing to (a) determine individually which 
plants meet established buying power standards; (b) direct copies of 
their publication to men instrumental in specifying advertised prod- 
ucts in these plants. 

The alternative method is to sell subscriptions to the plants 
constituting a desirable market. We know of no company able com- 
pletely to saturate its potential market. Nor do we know of any maga- 
zine capable of selling a subscription to every good plant. Further, we 
know that many industrial publications distributed through subscrip- 
tions spend more on subscription sales costs than the total return from 
subscription sales. We believe that this money is better spent in pro- 
ducing a more useful magazine — and in maintaining a constant check 
on circulation accuracy. 

To readers, INDUSTRY AND POWER offers a meaty diet 
of highly palatable, easily digestible editorial matter. To advertisers, 
it offers PROOF OF READERSHIP. A cumulative record is main- 
tained, plant by plant and man by man, of letters and inquiries received 
at the publication offices. These are supplemented by reports on 
in-plant circulation, backed by an extensive program of plant visits. 

From these sources we have built an imposing list of the 
men who use INDUSTRY AND POWER. This is our VERIFIED 
READERSHIP file. We invite you to compare samples from your 
prospect list with this list of VERIFIED READERS. You'll find that 
the men who specify power and plant equipment on your list are the 
men who read INDUSTRY AND POWER. We invite you, further, 
to confirm the accuracy of our records by being our guest on visits to 
sample plants of your choice. 


ST. JOSEPH, MICHIGAN | 


Pontiac Opens Push 
for New ‘50 Models 
in Press, Radio, TV 


Detroit—Pontiac Motor Division 
has embarked upon the largest 
new-model advertising campaign 
in its history to introduce its 1950 
models, according to Harry J. 
Klingler, general manager. 

“Dollar for dollar you can’t beat 
a Pontiac” is the head appearing 
on announcement advertisements 
running in 2,815 newspapers 
throughout the country. 

Full-page space was used in 29 
key cities to make the original an- 
nouncement, with other newspa- 
pers carrying advertisements rang- 
ing from 119 inches down. A heavy 
newspaper followup campaign also 
is planned. 

Pontiac commercials were car- 
ried on 1,001 radio stations in 880 
cities as well as on 48 television 
outlets, one of the most concen- 
trated schedules in these media 
ever used by an automobile manu- 
facturer. 

Seventeen national magazines 
will carry Pontiac announcement 
advertisements. Full-color spreads 
will be used in The Saturday 
Evening Post, Life and Collier’s. 
Other magazines will carry full- 
color single pages. 


Wise’s 100th Book 
Ad Runs in ‘Weekly’ 


New YorkK—William H. Wise & 
Co. on Dec. 4 ran its 100th color 
page advertisement in The Ameri- 
can Weekly. 

First in the series of Wise ads, 
featuring a home high school 
course titled, “Popular Educator,” 
ran in the publication’s Sept. 11, 
1938, issue, setting something of a 
precedent. 

Prior to Wise’s entry into the ad 
columns of mass media, book pub- 
lishers had largely confined their 
promotion to publications aimed 
exclusively at the class market. 

But Wise, which still uses class 
publications, has spent almost $2,- 
000,000 in The American Weekly 
since 1938. Other book publishers, 
incidentally, have run some 234 
pages in the Weekly since Wise 
first put the book on its schedule. 


Dawson & Jackson Form 
Radio-TV Package House 


Stuart V. Dawson, formerly 
president of Feature Productions, 
and Lowell E. Jackson, formerly 
executive vice-president of Radio 
Features Inc., have established a 
new radio-television package pro- 
duction and consultation concern, 
known as Dawson & Jackson. 

The new partnership is offering 
ownership of its properties to ad- 
vertisers and agencies who spon- 
sor a package for three years. Af- 
ter the three-year period, the agen- 
cy or advertiser pays a royalty. Of- 
fices are located at 360 N. Michi- 
gan Ave., Chicago 11. 


Philadelphia Juniors Elect 


Don A. Brennan, Curtis Pub- 
lishing Co., has been elected presi- 
dent of the Junior Advertising 
Club of Philadelphia, succeeding 
James P. Dwyer, of Gray & Rogers. 
Other officers are: Thomas Os- 
borne, Philadelphia Bulletin, vice- 
president; E. Stirling Chapin, Mc- 
Graw-Hill Publishing Co., treas- 
urer; and Melvin A. Feldheimer, 
C. E. How Co., secretary. 


KPO] Appoints McClintock 


James W. McClintock, who for- 
merly handled advertising and 
merchandising for Alexander’s, 
Eugene, Ore., has been named ac- 
count executive of Station KPOJ, 
Portland. He succeeds Wally Ross- 
man. 


Walrath Joins WKNB Sales 


Richard Walrath, at one time on 
the commercia! staff of Station 
WONS, Hartford, has joined the 
sales staff of WKNB, New Britain, 
Conn. 


Advertising Age, December 5, 1945 


The Eye and Ear Department 


trouble for Amm-i-dent’s 


Under the sponsorship of Amm-i-dent, George Burns and 
Gracie Allen—who seem to have been on the air waves as long 
as Amos 'n’ Andy or President Roosevelt—have shown a tend- 
ency to be as funny as they were when they first found a place on 
the dial. Maybe, as indicated before in this column, the advent of 
TV has had something to do with improving their material. What- 


Gracie Allen gets George Burns into 


sake every 
Wednesday night on the CBS network. 


serious difficulties in an attempt to help him, and then getting 
him into even more serious difficulties in trying to extricate him. 
This is a legitimate comedy formula, and formulae of themselves 
do not age—or Aristotle would have passed from the picture 
years ago. What ages is the material and the manner of its pres- 
entation. And the Burns and Allen show, as presently written and 
produced, provides evidence of how new monkey-business glands 
can give an old show a new lease on life. 


ever it is, their show in- 
dicates some very suc- 
cessful plastic surgery. 

The commercials are 
worked skillfully into the 
show, too, without too 
much strain and yet with- 
out losing the seriousness 
of the Amm-i-dent mes- 
sage. It is just possible, of 
course, that a change of 
sponsor and agency can 
also contribute, in _ its 
way, to brightening up a 
radio show. 

The Burns and Allen 
formula remains pretty 
much the same—Gracie, 
with her light-headed- 
ness, getting George into 


Noma Promotes Tree Lights 


Noma Electric Corp., New York, 
manufacturer of Christmas tree 
lights and decorations, began a 
newspaper campaign Dec. 4, using 
42 daily and 33 Sunday papers in 
31 cities. A television program will 
appear on 32 stations in 11 cities. 
Albert Frank-Guenther Law, New 
York, is the agency. 


Haggard Adds Marketing 


J. M. Haggard Advertising, Chi- 
cago, has added a marketing tech- 
nique department, with Mary 
Stockwell Zinn in charge. Miss 
Zinn was formerly director of Press 
Service Syndicate. The major pro- 
ject of the new department will be 
to investigate new possibilities in 
the industrial public relations field. 


advertising? 
A. The home. 


circulation. 


UIZ... 


for AD MEN 


Q. What is the first point of sale in effective 


Q. In metropolitan areas, which newspaper 
carries the most effective advertising? 


A. The one with the largest home-delivered 


Q. Then what is the most effective newspaper 
in Northern California? 


A. The Oakland Tribune. Since 1939, 
had the greatest home-delivered daily city 
circulation in that area. 


Selling starts in the home—so be sure that 
your sales messages go to the home. 
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Advertising in the Test Stage 


Norito Will Open 
Test Drives, Budget 
May Hit $1,000,000 


Cuicaco—Norito Co., Chicago 
proprietary drug house, in Janu- 
ary will introduce “New Norito,” 
an improved, effervescent version 
of Norito, rheumatic and arthritic 
pain reliever. 

Test campaigns will open in 
ten cities in January, according to 
I. R. F. “Dick” Spiegal, president 
of the company. Three of the tests 
will be near Chicago and the re- 
mainder will be scattered across 
the country. Most of them probably 
will be “Nielsen towns.” 

After three or four weeks, if 
the tests prove successful, Norito 
Co. will introduce the product to 
other markets as quickly as dis- 
tribution is perfected. 


s Total budget, according to Mr. 
Spiegal, probably will run as high 
as ten times previous annual ap- 
propriations. Since the company 
has been spending approximately 
$100,000 annually, 1950 expendi- 
tures may pass the $1,000,000 mark. 

Newspapers will be used ex- 
clusively, at least in the initial 
months of the drive. Decision to 
use other media probably will not 
be made for at least six months. 

The company will continue to 
market the standard form of 
Norito. 

Harry B. Cohen Advertising Co., 
New York, has been appointed to 
handie advertising. 


TEST M-TEN FOR MEAT 


MILWAUKEE—Petajan Co. here 
is conducting a test campaign in 
Rockford, Ill., and Madison, Wis., 
for its M-ten meat tenderizer, 
using newspapers and radio. 

Howard Kenyon, vice-president 
in charge of sales, told AA the test 
will continue for two or three more 
months. The product will later be 
introduced in other markets step 
by step. 

The campaign has included full- 
page editorial-type ads and par- 
ticipation on a women’s local day- 
time program on Station WKOW, 
Madison. 

Copy emphasizes that the ten- 
derizer makes meats tastier and 
reduces cooking time, thereby sav- 
ing cooking expenses and “put- 
ting 10% more meat on the table.” 


DISPLAYMASTER 


che Ring Binder that 


STANDS, SITS 
or LIES FLAT 


‘o get your prospect’s attention 
a flip of the fingers, it becomes a 
ird-hitting sales tool. Displaymaster 
ops up at a 30° angle when prospect 
standing, 60° when prospect is sit- 
1g. This better vision means better 
esentations. Sets up and takes down 

a flash; no fussing with gadgets. 


FOR FREE 


SEND rotper 
Sales Tools, Tue. 


1220 West Madison Street 


The powder-type M-ten is made 
“by one of America’s leading lab- 
oratories specializing in produc- 
tion of enzyme products,” ads say. 


VAPAIR DEODORANT 
TESTED IN CANADA 


Toronto—John A. Huston Co., 
Canadian distributor of Vapair 
room deodorant, will promote the 
product through a series of test 
campaigns in selected Canadian 
markets. 

The product will be announced 
in each case in half-page news- 
paper advertisements. A series of 
250-line and 150-line ads, plus lo- 
cal radio spot announcements, will 


supplement the initial large-space 
ads. 

Copy in all test markets will 
feature an offer of a white enamel, 
wall-bracket bottle holder with 
every purchase of Vapair. 

F. H. Hayhurst Co. directs the 
account. 


2 Join CBS Radio Sales 


Harold Davis, formerly assistant 
commercial manager of WCAU, 
Philadelphia, has been named an 
(AM) account executive of CBS 
Radio Sales, radio-TV station rep- 
resentative division of the net- 
work, New York. He replaces Ed- 
ward Larkin, who was shifted to 
the television staff of Radio Sales. 
L. L. Stearns, former account 
executive with WCBS, New York, 
aiso has joined the latter staff. 


... the Magazine that 
Dealers read for 


profit and save for ideas. Advertisements 


have an average life of 120 days. 


unsweet Sells Prunes 
Spat Movie Ads 


Agency: by Advertising Service 


Be: § ee 
AR Mie Nay 


NEW STAR who sells as he amuses is now appearing on the screens 
of leading movie theatres from coast to coast. He’s “Sunny Sweet,” 
star of the Technicolor Cartoons used by California Prune and 


Apricot Growers Association to sell Sunsweet 


*“Tenderized’ Prunes 


to the housewives of America. 


in The 


SUNSWEET CARTOONS are like the regular Hollywood cartoon 
shorts. They're a part of the regular program. That means virtually 
undivided attention of the movie audience. On these relaxed, recep- 
tive prospects, Spot Movie Ads do a three-way selling job — by sight, 
by sound, by action. 


i 
- 
aE 
pn 
- 
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CHICAGO 7, ILL. a 


EVERY MOVIE TECHNIQUE can be used in Spot Movie ads to 
dramatize, punch home your selling message. You can use colon 
cartoons, color photography, or black and white cartoons or photog- 
raphy You can have special effects, dramatized or animated displays. 


SPOT MOVIE ADS can be spotted in selected theatres in selected 
markets or used coast to coast in over 13,000 theatres. They can 
feature your local distributors or dealers. And Movie Advertising 
Bureau Members can handle all details for you. 


ATTENTION ADVERTISING EXECUTIVES! Get all the facts about Spot Movie Advertising. Call or 


write for your free copy of The Story of the $100,000 Continuing Study of Theatres for Movie Advertising. 


sesesoo0cocogags> 


ING BUREAU 


Movie ADVERTISIN 


NATIONAL OFFICES 


NEW YORK CHICAGO 
70 E. 45th St. 333 N. Michigan Ave. 
° @) Phone: MUrray Hill 6-3717 Phone: ANdover 3-3022 


NEW ORLEANS 
1032 Carondelet St. 
Phone: Magnolia 4545 


KANSAS CITY CLEVELAND SAN FRANCISCO 
2449 Charlotte St. 460 Leader Bidg 870 Morket St. 
Phone: Harrison 5840 Phone: Main 9333 Phone: YUkon 6-6164 


MEMBER COMPANIES 
UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 
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Albany Agency Forms 
Goldman, Walter & Kanna has 
replaced Goldman-Walter Adver- 
tising Agency, Albany, N. Y., fol- 
lowing election of Ralph Kanna 
as vice-president. Mr. Kanna, who 
| joined the agency Sept. 1, formerly 
| was vice-president of the Julian 
| Gross Advertising Agency, Hart- 
| ford, Conn. 


| Hunter Douglas Names Agency 
Doyle Dane Bernbach Inc., New 
| York, has been appointed to handle 

advertising and merchandising for 
) Hunter Douglas Corp., manufac- 
| turer of Flexalum slats and tapes 
| for venetian blinds. 


Wisner Joins Catalog Unit 

George E. Wisner, formerly ac- 
count executive with Wm. B. Rem- 
ington Inc., Springfield, Mass., 
agency, has been appointed a dis- 
trict manager of Home Owners’ 
Catalogs, with offices in New York. 
The consumer catalog distribution 
service is provided by F. W. Dodge 
Corp., New York. 


Names Bozell & Jacobs 


Southwestern Interoceanic Mer- 
cantile Corp. (Southimco), Dallas, 
international trading company, has 
named Bozell & Jacobs, Dallas, 
to direct its advertising and pub- 
lic relations. 
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The ONLY Magazine that is... 

De SPONSORED BY— 

pe PAID FOR BY— 

DS DISTRIBUTED EXCLUSIVELY BY 
DEPARTMENT STORES & SPECIALTY SHOPS 


SHAW PUBLICATIONS, INC. bo. 


53 East 34th St., New York 16 + Representatives in: Boston « Chicago 


Minard Shaw, President 


San Francisco « Los Angeles 


Auto Makers See 
1949 as Record 


Production Year 


Industry Optimistic 
over 1950 Prospects; 
Price Cuts Unlikely 


Detroit—Despite the steel 
strike, automotive manufacturers 
now are convinced that the 1949 
output will set new production rec- 
ords. 

Industry officials feel certain 
that by the end of December about 
6,000,000 cars and trucks will have 
rolled off the assembly lines. 

Previously, some executives had 
thought that the 1949 production 
figures might exceed the output for 
years to come, but now they are 
not so sure. Large manufacturers 
already are making plans to pro- 


duce more cars in 1950 than they 
did this year. 

And the possibility of price de- 
clines during next year now seems 
remote, 


a Charles E. Wilson, General Mo- 
tors Corp. president, told mem- 
bers of the American Association 
of Carbonated Bottlers, during 
their convention here, that auto- 
mobile demand should continue 
strong for the next ten years. Gen- 
eral Motors, he said, is planning 
to step up production during 1950. 

In one of the most optimistic 
speeches made by an automotive 
executive in more than a year, Mr. 
Wilson asserted that the next ten 
years can and should be the most 
prosperous in the history of the 
U. S., and said that GM was mak- 
ing plans accordingly. 

Mr. Wilson said that the pent 
up demand for both durable and 
nondurable goods was tremendous. 
Once an answer is found to the 
industry-wide strikes that periodi- 
cally cripple the nation’s economy, 
he added, America will move for- 
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EBSTER says typography is the art of 
\ \ expression in type. Those who have a sales 
message to be “expressed” get an interpretation 
from typography by Monsen that results in 
attention-getting, thought-provoking sales messages. 
The power of such typography is, in itself, a sales 
tool not to be overlooked. 


There are many elements of good typography— 

the kind that sells—and all of them are available at 
Monsen-Chicago. Monsen gives you Multi-Checked 
proofing for accuracy, 625 different type faces 

for correct variety and emphasis, typographic layout 
and mark-up service for design, and proofs of 

every nature—acetate, Trans-Adhesive, color and 
black on white—each designed to provide 

printed material with the finest ingredients for the 
best possible reproduction 


Your nearest mailbox makes it easy to use 
Monsen 24-hour nationwide airmail 

service that brings you these needed and wanted 
Monsen typographic services. 


CHICAGO 
MONSEN-{@)-i0s Notes 
East of the Rockies it’s 


Monsen-Chicago at 22 East Illinois Street 


On the Pacific Coast it’s 
Monsen-Los Angeles at 928 South Figueroa Street 
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ward with a surge of prosperit 
that will dwarf the thinking 
even the most optimistic busines 
prophets. 

His talk was hailed throughout 
industry as the opening gun in , 
business upsurge that will gai. 
momentum for the next sever:| 
years. 


ws Mr. Wilson surprised his audi- 
ence when he said there was a rea! 
need for pensions in industry, but 
added the problem must be solvej 
through more generous social se- 
curity payments, supplemented by 
industry pensions. 

However, the GM executive saw 
a danger in the recent pension 
agreements which, he said, would 
“tie a worker to his job,” almost 
in slave fashion. Mr. Wilson said 
there is a need for pensions of a 
type which would permit workers 
to change jobs and carry their 
pension credits with them. 

First concrete evidence that the 
major automobile firms were mak- 
ing a real effort to keep prices 
down came this week when Ford 
Motor Co. introduced its new line 
of cars with no increase in price. 
This means that Ford has decided 
to absorb the 10¢ an hour it re- 
cently granted its workers in the 
form of a guaranteed pension of 
$100-a-month. 

Harry J. Klingler, general man- 
ager of the Pontiac Division of 
General Motors, in introducing the 
new line of passenger cars for 1950, 
said that he expected prices to re- 
main unchanged, although some 
increase might be justified in view 
of the expected increase in the 
price of steel. 


# Another indication that talk of 
price cuts is wishful thinking came 
from M. E. Coyle, executive vice- 
president of General Motors, when 
he said: “You can’t reduce prices 
in a period of high volume, such 
as exists today, for the same reason 
you can’t raise prices in a depres- 
sion.” 

He made the comment during 
the Industrial Hygiene Foundation 
convention in Pittsburgh, in an- 
swer to a question: “Why don’t 
you lower prices?” 

Another observer put it this 
way: “Inflation’s ugly head isn’t 
even going to get a hair cut next 
spring.” In the automobile bus- 
iness, at least, he said, there isn’t 
much likelihood of deflation. 

Sales and advertising executives 
for some of the car manufacturers 
believe that competition is the only 
argument for possible price cuts 
in the future. 

But when spring rolls around, 
normal demand increases, and the 
price question isn’t expected to 
come up until salesmen have to go 
out giving demonstrations in ‘he 
summer. 


s Arguments against price reduc- 
tions include the rising costs of 
employe pension programs, the 'n- 
vestments made in new movie! 


-| Changes and the terrific shrink ge 


of the export market. 

Not to be ignored, either, is 
cost of the steel and coal stri! es, 
which are expected to be refle« ed 
in production cost statements 4s 
late as next spring. 

Optimistic economists who _ ‘s- 
ure that the industry’s record p: >!- 
its in 1949 may stimulate s 
price reductions early in 1950 © ill 
have to resharpen their pen: '|s, 
auto industry sales executives ¢ - 
tend. 

The net earnings of the veh -le 
manufacturers in 1949 aren’t g° 
to be given away in lessened p >f- 
its, voluntarily at least. 

If the new, lighter cars be 18 
brought out by Hudson, Kai: ‘- 
Frazer—and possibly Nash- t° 
compete in the Chevrolet-F« d- 
Plymouth price class begin to ! 
up too many sales, it can be x 
pected that the “Big Thr & 
(Chrysler Corp., General Mo rs 
and Ford) will meet the comp "- 


he 
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SPECIAL PACK—S. C. Johnson & Son de- 


look today is that the pipelines 
have been filled and the terrific 
output of new cars and trucks, plus 
the junking of more prewar mod- 
els, have reduced the need for re- 
placement parts. 


Schedules Second Forum 


Forum for ’50, the second annual 
advertising workshop sponsored 
by the Advertising Club of Grand 
Rapids, will be held Jan. 27 at the 
Pantlind Hotel, Grand Rapids. 
Wesley Aves, president of the ad- 
vertis.ng club, is general chairman 
of the event. 


‘Sun-Times’ Breaks Record 


The Chicago Sun-Times pub- 
lished its largest issue with a 128- 
page Thanksgiving issue. Included 
were 32 full pages of advertising 
by L. Fish Furniture Co., Chicago. 


Joins Anderson & Fraser 

Robert E. Gillespie, formerly 
production manager of the Port- 
land, Ore., office of Pacific Na- 
tional Advertising Agency, has 
been appointed sales manager and 
stockholder of Anderson & Fraser 
Co., Portland, silk screen process 
designer and producer of decals 
and display material. He will 
|share managerial responsibilities 
with Joe Eivers Jr., president. 
They have acquired full owner- 
ship with the retirement of Allen 
Fraser, founder. 


RCA Victor Names Coffin 


Ralston H. Coffin has been ap- 
pointed director of advertising of 
RCA Victor, Camden, N. J., effec- 
tive Dec. 1. In advertising for 19 
years, he has been an account 
executive at McCann-Erickson for 
the past five years. 


WHAT do you require in printed labels? a 
Quantity? For one customer alone we produce 30,000,000 pieces ee 
every week. Quality? Not one delivery has given 2 
less than complete satisfaction. Economy? This user's 
product is priced today as it was 50 years ago. We 
meet his label budget and his exacting standards by 
production efficiency--as we can meet yours. is 
Why not phone or write us now? 


= Maley Printing Company 
Division 


2001 CALUMET AVENUE 
Victory 2-0300 


veloped this pre-holiday pack, containing 


its four best sellers, for the small re- 

tailer who doesn’t want to stock up on 

full cases at the end of the year. A dis- 

play allowance of two pints of Glo-Coat 

is offered with the purchase of the as- 
sortment. 


ion head-on. 

But the investments that the in- 
lependents must make t« introduce 
maller cars in that field can’t be 
isked in a price war, auto econo- 
mists point out. 

If there is going to be much of a 
jrop in car prices it will be in the 
sed-car market. To date, so-called 
‘medium price” cars, with all the 
postwar accessories and many of 
he postwar features, still aren’t 
elling in the volume the used-car 
Healers believe they must if there 
s to be a boom in sales next spring. 


In addition, manufacturers can’t 
esist looking at the poor export 
ecord of 1949. The Automobile 
lanufacturers Association re- 
ported that, through September, 
nly 121,140 cars, 105,445 trucks 
nd 525 buses had been exported. 

This is a poor comparison to the 
33,762 vehicles shipped abroad in 
he record year of 1929. The per- 
entage of exports as related to 
roduction in 1929 was 13.7%. This 
ear it is running only 4.7%. 

While the new car makers are 
oking toward a future replete 
‘ith soaring profits, the replace- 
nent parts picture isn’t nearly so 
right. Some manufacturers in this 
eld openly predict a drop as much 
is 20% in the volume of replace- 
nent parts, accessories and the 
nany gadgets that have been 
orced on the public. 

Sales of replacement parts and 
nccessories last year reached an all 
ime high of $2,553,000,000. 

Main reason for the gloomy out- 


STATISTICS: 
‘ ) Manufacturing 
pant. who produce 
alued at $7,500 
e per year... 
298 do 85.03% 
of | e total business 
252 do 8.69% 
285 do 3.53% 
851 do 2.7% 
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“sions in the hands 
top personnel 
835 factories. 
‘ our message 
each 5 these men, 
) assured of the 
‘yPeo eadership that 

p action! ?. 


TCH: 
onal Con- 
' gives the 
e Coverage 
‘ want and 
coverage 
decisive 


t is ths & 
of Reader- 4 
at makes 

ace - dollar 


$5 PL ‘ 
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OP You cant cover 


their own local stations. 


With the five-on-the-spot BEELINE stations you 
blanket this market — a market worth more than 


the whole State of Kansas.t+ 


Individually, each BEELINE station does a top job 
for you in its own rich area. Take KMJ Fresno, for example 
. . » located in the nation’s second wealthiest farm county. 
Hooper shows this about KMJ — for the Sunday through 
Saturday 6 PM -10 PM period it rates twice as high 


as the next closest station. 


tSales Management's 1949 Copyrighted Survey 


MCCLATCHY BROADCASTING COMPANY 


SACRAMENTO, CALIFORNIA @ 


KOH 


Reno (NBC) 
630 ke. 


KFBK 


Sacramento (ABC) 
50,000 watts 1530 ke. 


1000 watts 


California's Bonanza Beeline ff 
without on-the-spot radio 


Use the right chain — the chain of BEELINE stations — 
to cover inland California and western Nevada. 

Because people in this Beeline market — well removed 
from the Coast — naturally prefer listening to 


PAUL H. RAYMER CO., National Representative 


Bakersfield (CBS) 
1000 watts 1410 ke. 


Its impossible ™ 


- 


fr 


KWG 


Stockton (ABC) 
250 watts 1230 ke. 


KMJ 


Fresno (NBC) 
5000 watts 580 kc. 
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Audivox Organized 

Audivox Inc. has been formed 
to take over the activities of West- 
ern Electric hearing aid division 
of Western Electric Co., New York. 
A subsidiary of Western Electric, 
the new company will have head- 

uarters at 259 W. 14th St., New 

ork. Benton & Bowles, agency for 
the hearing aid division, retains 
the account of Audivox. 


Wener Buys Alameda Paper 

William Wener, formerly pub- 
lisher of the Dispatch, Gilroy, Cal., 
has purchased the Times-Star, Ala- 
meda, Cal., from Abraham Kof- 
man. 


Issues Alaska Guidebook 

Tewksbury Publishers, Seattle, 
Wash., and Anchorage, Alaska, has 
issued “Alaska, Highway & Travel 
Guide, Business Directory and Al- 
manac,” a 712-page book compiled 
and edited by William Tewksbury. 
It includes a review of Alaskan in- 
dustries and scenic attractions and 
a directory of business houses in 
the territory. 


Appoints Paxson Agency 

Penn Electric Switch Co., Go- 
shen, Ind., has named Paxson Ad- 
vertising, Benton Harbor, Mich., 
to handle its advertising and sales 
promotion, effective Jan. 1. 


LAKE SHORE 


_ ELECTROTYPE co. 


Pink Toothbrush 
Theme of Ipana 
Finally Banned 


FTC Rules Famed Theme 
Not Backed by Dentists; 
Bristol-Myers to Fight 


WaASHINGTON—The Federal Trade 
Commission ruled Tuesday that 
there is no scientific basis for the 
“pink toothbrush” theme which 
dramatized Ipana ads of a decade 
ago. 

Ipana’s “pink toothbrush” copy 
first ran in 1934, starting as 400- 
line newspaper ads in 29 markets. 
Copy was of editorial type, with 
the Ipana name played down. 

A typical “pink toothbrush” ad 
featured a “proper” person in a 
“proper” setting, gnawing a big 
shin bone. The ads claimed an 


Ipana massage protected the gums 
from the evil results of soft, well- 
cooked foods making up the mod- 
ern diet. 

After more than seven years of 
litigation, FTC last Tuesday told 
Bristol-Myers Co., maker of Ipana 
toothpaste, that qualified dental 
opinion denies that the modern 
diet encourages gum trouble. 


s Bristol-Myers Co. replied quick- 
ly to the FTC order, and in un- 
mistakable terms declared its in- 
tention of fighting. Lee Bristol, 
president, said flatly that B-M 
would back its advertising claims 
and insisted that the health needs 
of the public dictated the com- 
pany’s stand. 

In any event, the FTC order 
said, “uninstructed massage” with 
or without Ipana or any other den- 
tifrice will not stimulate circula- 
tion in the gums. 

Nevertheless, by giving its okay 
to Ipana’s “Smile of Beauty” 
theme, FTC made at least one im- 
portant concession to Bristol-My- 
ers. 


HERE’S WHAT IT TAKES TO MAKE A SALE ~ 


WHEN YOU BRING THESE THREE TOGETHER, 
YOU INCREASE SALES, REDUCE SELLING COSTS! 


First, you need a prospect for your product. This 
doesn’t mean just people — it means certain people, 
the kind that are ready-to-buy shoppers. 


Shoppers are found in greatest numbers in neighbor- 
hood retail shopping centers. Here’s where 98% of 
all food products and 85% of all drug products are 


bought. 


Second, you must persuade these prospects to buy 
your product. Advertising, the most economical form 
of mass persuasion, is most effective when directed 
at your prospects when they are in a buying mood. 


Third, your product must be easily available to pros- 
pects when od want to buy. This means adequate 
a When buyers cannot get a product sales 
are lost. 


The Criterion Selling Method increases sales, speeds 
up turnover, by bringing together these three most 
important sales elements — Prospects — Persuasion 
— and Product. 


Criterion enables you to place your sales messages 


before the largest number of your most logical pros- 
pects. 


Your sales messages get the prospect’s attention 
because they are always placed at eye-level on the 
busiest corners of neighborhood shopping centers. 


Direct sales action is assured through strong colorful 
copy. This makes it easier for shoppers to identify 
and pick up your product from busy shelves. 


You can place your sales messages in just those neigh- 
borhoods where sales potential is greatest. No other 
medium but Criterion works exclusively in these vital 
sales spots. You build sales every day because 
Criterion Service is continuous. 


This Sales Method has been building profits for lead- 
ing manufacturers for 35 years. Successful merchan- 
disers like Heinz, Kraft, Libby, Ward, R. J. Reynolds, 
Wrigley and others use Criterion Service. 


Let us show you how Criterion can increase your 
sales by bringing your prospects, your persuasion, and 
your product together where it pays off best 


CRITERION SERVICE, Inc. 


216 Tremont Street 
BOSTON 16, MASS. 


1095 Market Street 
SAN FRANCISCO 3, CAL. 


612 N. Michigan Ave. 
CHICAGO 11, ILL. 
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According to the commission, 
the “Smile of Beauty” theme is 
“mere puffery, unlikely, because 
of its generality and widely var- 
iant meanings, to deceive anyo.e 
factually.” : 

“As used in advertising,” FC 
said, “beautify the smile means 
simply cleaning the teeth, and the 
record shows that Ipana w |], 
through removal of film, debris, 
dirt, food, and surface stains, as- 
sist in cleaning them.” 


ws The commission also gave a 
clean bill of health to Pediar 
& Ryan and Young & Rubicam, 
Ipana agencies at the time. It said 
the agencies “acted at all times 
under direction and control of 
Bristol-Myers, with whom rested 
the final authority and responsi- 
bility for such advertising.” 

In its attack on the “pink tooth- 
brush” theme, FTC ruled that the 
preponderant weight of qualified 
dental opinion holds that “it is 
immaterial to gum health whether 
the diet of a person is soft or 
coarse.” 

“Contrary to the respondents’ 
representations,” FTC said, “the 
preponderent weight of qualified 
dental opinion holds that the mod- 
ern American diet provides suf- 
ficient gum stimulation.” 


w As used by dentists, the term 
“massage” means a careful, down- 
ward stroking or squeezing pres- 
sure applied to only a quarter- 
inch of the gum margin and teeth, 
and its proper use by laymen re- 
quires professional instruction ov- 
er a considerable length of time, 
the commission said. 

As used in Ipana ads, however, 
the term massage means “to a 
great majority of the general pub- 
lic” a horizontal, vertical or rotary 
scrubbing of the teeth and all of 
the gums with the toothbrush, or 
a similar rubbing with the finger 

“Regardless of the need for and 
benefits to be expected from gum 
massage as employed by the den- 
tist, the record is clear,” FTC con- 
tended, “that such uninstructed 
‘massage’ as that contemplated b) 
the respondents’ representations 
either with or without Ipana 
toothpaste or any other denti- 
frice, does not and will not stimu- 
late circulation in the gums, im- 
part firmness and health structur: 
thereto, or prevent gum trouble 
in general, or ‘pink toothbrush’ in 
particular.” 


s Massage is not necessary in al 
undiseased mouth, FTC said, and 
laymen cannot determine whether 
they are in need -of massage. 

“Neither Ipana nor any other 
dentifrice adds any benefit to 
massage, either through mechani- 
cal or chemical action of appreci- 
able duration or significance,’ 
FTC continued. 

“The preponderant weight oi the 
same opinion is that Ipana to th- 
paste is a cleansing agent "ly, 
without therapeutic value nd 
with such prophylactic value nly 
in so far as it cleanses.” 


@ The order also rules that | ris- 
tol-Myers must not claim hat 
twice as many dentists use I) ana 
as any other dentifrice. FTC «aid 
the survey taken by the com; an) 
covered only 2,000 of the nat n’ 
66,000 dentists, and that there ere 
discrepancies in the returns w ich 
make the results “wholly wu re- 
liable.” 

FTC dropped a part of the « »™- 
plaint which questioned  < he! 
Ipana ads stating that many sc 10°! 
children are drilled in rub ing 
their gums with Ipana. FTC aid 
there is no evidence that this s te 
ment is false. 


es Following is the text of ©! 
Bristol’s reply: 

“It is inconceivable to us 54! 
the members of the Federal T 2° 
Commission should have rea %¢¢ 
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their decision on the basis of a full 
ce nsideration of the evidence in- 
troduced at the trial. Although 
there are two subsidiary questions, 
there is only one basic question 
in the case—whether or not mas- 
sage of the gums is beneficial to 
dental health and whether Ipana 
toothpaste contributes something 
o! value in the massage. The over- 
whelming consensus of dental 
opinion in the United States is 
that gum massage is desirable to 
dental health, although some au- 
thorities differ from others as to 
the detailed mechanics of gum 
massage. It was clearly demon- 
strated in the record from actual 
clinical proofs that Ipana tooth- 
paste constitutes a valuable adjunct 
to the massage. 


s “The commission introduced the 
views of an infinitesimal minority 
of the dental profession who ar- 
gued that massage was not bene- 
ficial or that Ipana_ toothpaste, 
with the action of its essential oils, 
was of no material benefit to the 
massage. Against this infinitesimal 
minority of dental opinion was the 
overwhelming consensus of qual- 
ified dental opinion that massage 
of the gums was beneficial, and 
there was actual clinical proof in- 
troduced to show that Ipana was 
valuable in stimulating circula- 
tion in the gums during the period 
of massage. 

“I further question whether the 
commission is free to make what- 
ever decision it wants regardless 
of the public interest in its own 
health and regardless of the evi- 
dence brought out at the commis- 
sion’s own hearings. The commis- 
sion’s witnesses who attacked the 
value of Ipana and massage ad- 
mitted at several crucial points in 
their testimony that their beliefs 
against massage were contrary to 
the consensus of dental opinion. 


« “With respect to other parts of 
‘the order, the commission does not 
even claim in its findings of fact 
that the advertising has been found 
to be false. 

“We at Bristol-Myers have given 
areful, thorough and extended 
consideration to our future course 
ff conduct under the order of the 
Federal Trade Commission and 
have arrived at the conviction that 
to let this order stand as written 
would be against the public in- 
terest and that therefore we should 
exhaust every effort to bring about 
4 reconsideration of its views by 
the Federal Trade Commission or 
4 reversal of the commission’s 
views in the appellate courts, and 
we have therefore instructed our 
attorneys to take all needful steps 
to effectuate that policy, and we 
welcome this opportunity—the first 
we have had since the complaint 
was issued in 1942—to place the 
evidence before a court of law. 


“For many years,” continued Mr. 
Bristol, “Bristol-Myers has de- 
vottd hundreds of thousands of 
dollars to scientific research on 
ten'al health and oral hygiene. 
program has been conducted 
some of the leading dental col- 

in the United States and 

ad as well as in our own labo- 
ies. We believe we are emi- 
y qualified to stand back of 
/ and all opinions which have 
. cited in the advertising of 
Par 4, 
“his is the first time in the 
‘y of our company when we 
deemed it necessary to dis- 
i te ourselves from the views 
‘sssed by the Federal Trade 
nission, but in this situation 
‘ust be governed by what we 
ler to be the true needs of 
ublic.” 

J. M. Allen, Bristol-Myers vice- 
pre: dent, said that the company 
a continued to use the “pink 
rush” since 1942 when the 
order was filed. The com- 
has 60 days to appeal the 


Classified Admen 
Issue Book of Best 
Promotion Material 


ToLtepo—The Association of 
Newspaper Classified Advertising 
Managers has issued its first an- 
nual volume titled, “Year’s Best 
Classified Promotion,” based on 
exhibits of promotional material 
at its meeting here in June. 

Copies of the 50-page volume 
already have been distributed to 
all members of the association. 

The book includes representative 
ideas on promotions designed to 
produce voluntary business; used 
car promotion; real estate promo- 
tion; in memoriam notices; busi- 


ness service promotion; brand 
names week; Christmas gift guides, 
and similar material. 

The Ancam plans to issue sim- 
ilar volumes following each an- 
nual convention. 


Appoints Edward Bilek 


Lux Clock Mfg. Co., Waterbury, 
Conn., has named Edward Bilek, 
formerly a sales executive for Lehn 
& Fink Products Corp., as assistant 
sales manager. Mr. Bilek will make 
his headquarters in the New York 
office. 


Galer Named Sales Manager 


Fred G. Galer, formerly with 
Monsanto Chemical Co.’s western 
division, has been appointed sales 
manager of Preservative Paint Co., 
Seattle. 


Gossard to Weiss & Geller 

H. W. Gossard Co., foundation 
garment manufacturer, has ap- 
pointed Weiss & Geller, Chicago, 
to handle its advertising. An ex- 
panded program of national ad- 
vertising, trade promotion and 
public relations is planned. 
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Switches to Bass Agency . 

Insuline Corp. of America, New 
York, radio-electronic parts manu- 
facturer, has selected Bass & Co., 
New York, to handle technical 
publicity and sales promotion. S. R. 
Leon Co., New York, formerly 
handled the account. 


100% 


LAYOUT-MAN’S DREAM 
We stock 15 different grades of layout papers. 
One of these must suit your needs. Rag Content; 
range from highly transparent Tracing paper to 


the World are our best testimonial. 


Rag Bond. Six of the largest agencies in 


Write for free folder 


\ (0. 
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DRAWING SUPPLIES - 


tde 


Mr. G. Fred Williams, shown above with one of his 
prize calves, is a member of the executive board of 
the National Ayrshire Breeders’ Association and 
is a past president. He exhibited some of his stock 


at 


New York World’s Fair at the Borden 


“Dairy World of Tomorrow”. Mr. Williams has 
been a Kansas Farmer advertiser for 25 years. 


It’s KANSAS FARMER S to { 


Display livestock advertising, 1948 


Kansas Farmer—40,120 lines* 
*(From Farm Publication Reports, Inc.) 


A weekly farm newspaper—4,763 lines** 
** (estimated —no records published) 


Another example of Kansas Farmer's position 
as Kansas’ leading farm publication! 


Like many other Kansas live- 
stock breeders, G. Fred Williams 
of Hutchinson, Kansas, knows 
that Kansas Farmer gets results for 
its advertisers. He says, “When 
buyers come to my farm, I usually 
ask them where they have seen my 
advertising. We get more actual 
buyers from Kansas Farmer than 
from any other publication!” 

There’s a big reason for this 
selling punch and you'll find it on 


The well-planned farm in Reno County, Kansas, where Mr. Williams’ herd of 100 head of pure 
bred Ayrshires attracts visitors from many states...and buyers who read Kansas Farmer. 


every page 


... believe. 


“We Get More Buyers from KANSAS FARMER 
Than Any Other Publication” ¢. Fre wiuiams 


of Kansas Farmer. A 


strong editorial policy that wins 
readers, holds them and develops 
their confidence... the sort of 
reader confidence that means 
results for advertisers. 

When you're looking for the 
right way to cover Kansas, don’t 
overlook the unequaled prestige 
of Kansas Farmer. You get an 
audience that is willing to listen 


..and BUY. 


KANSAS FARMER, Editorial and Business Office, Topeka, Kansas 


Published by CAPPER PUBLICATIONS, largest agricultural press in the world. 
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Brown to De Long Hook & Eye 


Robert G. Brown, formerly pres- 
ident and general manager of Rolls 
Razor Inc., has been named vice- 
president and sales manager of De 
Long Hook & Eye Co., Philadel- 
phia, manufacturer of bobby pins, 
snap fasteners, hair pins, hooks 
and eyes, safety pins and allied 
items. 


Opens St. Louis Branch 


Owens-Illinois Glass Co., To- 
ledo, has opened a Libbey Glass 
branch office in St. Louis, with R. 
R. Sutter as manager. The new of- 
fice is located at 601 Continental 
Bldg., 3615 Olive St. Mr. Sutter 
was formerly in charge of develop- 
ment and pricing of new designs 
and special items for Libbey Glass. 


ALA 


ae 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 
o., Inc. 


You Ought toKinow . . . Jorn Averill 


“JA,” ex-printer’s devil, whim- 
sical “cornographer” and sole pro- 
prietor of the Molehill Press, Chi- 
cago, is far from his first million 
— if it’s dollars you have in mind. 

But he’s amassed a fortune in 
fun, this John Emmett Averill who, 
though “crowdin’ 50,” shows every 
sign of starting his second half 
century with plenty of work in the 
field of advertising illustration, 
typography and composition. 

“JA” (he dropped the Emmett 
several years ago) has been a Chi- 
cagoan for many years now, but he 
displays none of the attitudes of 
the big-city artist. This illustrator 
has a big psychological advantage 
over some of the high pressure 
“boys.” When he can’t complete 
an advertising drawing or layout 
in one end of the 20x60’ attic of the 
ancient Averill house at 738 Barry 
Ave., he can walk to the other 
end and get busy, while still think- 
ing the problem through, with his 


Molehill Press. 

Averill comes by his love for 
type and printing naturally. His 
father published a countryside re- 
form newspaper in southeastern 
Missouri, and at 11 he became a 
printer’s devil in the small shop. 
The elder Averill’s editorials were 
often provocative, John recalls, 
and the two learned to carry side 
sticks harmlessly wrapped in news- 


papers. 


es “JA” came to Chicago in 1918, 
when he was 18, along with a 
secret hope to become a political 
cartoonist. He labored for the old 
Chicago Herald-Examiner, attend- 
ing the Academy of Fine Arts eve- 
nings. He did a stint with Sears, 
Roebuck & Co., working on page 
layouts; spent five years with the 
Campbell-Ross Studios, also on 
layout work, and was associated 
for a short time with Rogers & Co. 
in its art department. Averill set 


HOME WORKSHOP —lllustrator John Averill stands beside one of the presses in his 
attic print shop. All work of the Molehill Press is handled here and, for “JA,” it's 
fun—not work. 


up his own shop in 1926, as de- 
signer, layout and lettering man. 
At about this time, the future 


How to turn your Payroll Dollars 
into Homing Pigeons’ 


$72 out of every $100 spent for manufacturing 
eventually goes to labor! Yet 90% of magazine 
advertising misses this rich wage-earner market! 


HEN YOU MIss the wage-earner 

market— you're missing the great 
bulk of the total production income in the 
l.S.A.! To build bigger sales in today’s 
tough competitive market, manufactur- 
ers must sell their products to the in- 
creasingly prosperous people who make 
those products. 

The so-called “white-collar” maga- 
zines only seratch the surface of the 
wage-earner market, Yet many adver- 
tisers are still spending 90% of their 
magazine dollars in these publications 
which, according to Dr. Rudolph Flesch, 


Where else can $10,500 work so hard? 


(page rate after maximum discounts ) 
The New TRUE STORY Women’s Group delivers: 
Total family income of close to $30,000,000,000 
Shoppers for 22,000,000 people 
Nearly 40% of the young cosmetic market 
A grocery budget of $8,750,000,000 annually 
An audience 40% as big as that reached by all 


authority on readability, are “over the 
heads” of half the population. One mag- 
azine group, however, is read and under- 
stood by wage-earner families. 
One Package Reaches 
8.575.000 Women 


The latest MAG report shows that 
TRUE sTORY Women’s Group reaches 
8.575.000 urban women, net after dupli- 
cation—shoppers with 30 billion dollars 
in their adeeiiekiat 

Applying maximum discounts, this 
means that for a cost of only $1.22 per 


, 4 Service books—at 25% of the cost 


TRUE Story 
Woment Group 


Largest guarantee in the general magazine field — 5,250,000 


thousand you can reach % of all urban 
families (with women 15 years and over) 
in the United States! 7,800,000 families 
—ineluding nearly 30% of the wage- 
earner families—today’s biggest-earners! 

Nowhere else can you get such com- 
prehensive magazine coverage of the 
vital wage-earner market at so low a cost. 


Invitation 


For top business executives, significant 
facts of the Magazine Audience Group 
report have been condensed in a roa 
20-minute easel. In it Macfadden’s Divi- 
sion of Marketing and Research adds im- 
portant marketing facts about this great, 
relatively under-developed market of 29 
million consumers. Your T.S.W.G. repre- 
sentative would like to show it to you, 
along with the report itself. Write or ‘phone 
our nearest office for appointment. 


Reaching 8,575,000 Urban Women In Nearly 8 Million 


Families With a $30 Billion Annual Pocketbook 


owner of the tiny Molehill Press 
met William A. Kittredge, director 
of design and typography for Don- 
nelley’s gargantuan Lakeside Press 
His work for Lakeside was “out- 
standing,” Kittredge attests, “in- 
cluding the first advertising of 
striking design used by Abbott 
Laboratories.” 


a “In fact,” Kittredge observes, 
“it may be said that the work 
which Averill did for Abbott 
through the Lakeside Press for the 
next two years was what started 
them on their career of using good 
design and printing in advertis- 
ing.” 

Averill capitalized on another 
chance to improve his style when 
in 1931 he joined the former Mills 
Novelty Co. and, with James T 
Mangan, then sales _ promotion 
manager, started turning out an 
impressive volume of attention- 
getting advertising pieces. 

In 1936, Averill again launched 
his own studio. The depression 
had hit him, too, but he kept on 
stubbornly with his free lance ef- 
forts, developing his own style and 
composition. Mr. Kittredge, in a 
1941 tribute to his friend, pointed 
out that the outstanding features of 
Averill’s work were its wit and 
humor, expressed through sym- 
bolical drawings accompanied by) 
clean typography. His _ personal 
idiom of expression, said the Don- 
nelley design chief, is achieved 
through illustration and type that 
are usually recognized for their 
individual character, whethe! 
signed or not. 


ws With the depression, printers 
creative departments had _prac- 
tically faded out of existence. Ad- 
vertising agencies took over much 
of this creative work in later years 
and Averill has worked increas- 
ingly with them in filling clients 
needs. 

Molehill Press got its start al- 
most two years ago. Averill looxed 
over some of the small presse: in 
his friends’ print shops, .answered 
a Chicago Tribune classified ad for 
a hand-feed Chandler-Price P ‘ot, 
and closed the deal. The press vas 
hauled carefully up the attic st .irs 
one Sunday noon. Averill loc: ted 
some old type and was in | us- 
iness Monday morning. 

A second deal, for a larger Jc nes 
Washington Jobber, at a total 0s! 
of $90, was closed with a neigh! or- 
hood horse race “bookie’’ who 1a¢ 
used it as a front. 


s Last summer Averill laun: 1¢¢ 
his own house organ, “Seed Co 1, 
which, he explained, would be e- 
voted to selling the designs i” 
drawings of its proprietor, <)>" 
Averill, who is also composit: © & 
pressman.” This warning 
added: “No commercial prin ins 
is done at MP, not even Xmas c ras 
for personal friends, as JA 14 
several printers among his cli " 
and could use more.” 

“Seed Corn,” well sprin ‘ec 
with Averill illustrations of wh ™- 
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KURT AVERILL, dachshund 


will eat and heartily endorse any good dog 
food that will use some drawing by his 
friend, John Averill. 


FOR HIRE—In one of the few ads in his 

own house organ, Averill features his 

current dachshund, frisky Kurt, who wants 
to endorse a good dog food. 


sical figures and animals, and 
reminiscences of early days, caught 
on fast. Averill recently mailed 
the third issue to several hundred 
agency art directors, other pros- 
pects and friends. 

Averill offered his direct mail 
list a bargain—the listing of name 
and one occupation in a single is- 
sue for $1, or three consecutive in- 
sertions for $2. There were dozens 
of takers, including “Melvin Bror- 
by, advertising,” “Hig, columnist,” 
“James T. Mangan, celestial space,” 
“Oscar Ogg, calligrapher,’ and 
“Ernest Watson, exterminator.” 
Many said they didn’t care about 
seeing their name in print, but 
didn’t want to miss any future is- 
sues. 


s The response has been not only 
heartening, but productive. A sin- 
gle day’s mail brought an order 
from New York, another from San 
Francisco. The majority are small 
commissions, but Averill doesn’t 
mind that. 

“I'd rather have one job each 
from 100 people than 100 from one 
client,” he says. “I prefer not to 
be identified with a single ac- 
count.” The best commission, he 
thinks, is the one which lets him 
do layout, drawing and typog- 
raphy, his “packaged type of bus- 
iness.”’ 

His drawings are done on 
scratchboard, with a layout in pen- 
cil on tracing paper, then transfer 
to the board. A lithographer’s etch- 
ing tool puts the finishing touches 
to his inking in; sandpaper rubs out 
the mistakes. The final result is 
unmistakably Averill. 


# During the past year, Averill 
has created illustrations for clients 
throughout the country, from At- 
lanta to Portland, from Rochester 
to San Francisco. Most of the work 
is done for agencies, though he 
handles some work directly for ad- 
vertisers. And, with “Seed Corn” 
doing a unique promotional job, 
60% of his work is done by mail. 
\s with a lot of folks, money 
is a problem now and then for 
A erill, but this problem always 
se ms to work out. His wife, Anna 
M rie, fortunately isn’t the kind 
Ww > storms “when I take shoe 
mney to buy a new font of 
ty e.” Their 13-year-old daughter, 
El ‘abeth, recently resigned as 
pi iter’s devil, however, when she 
le’ ned she was expected to wash 
‘i press and push a broom around. 
urt, the dachshund who wants 
© ndorse a good dog food, is the 
th d in succession in the Averill 
he \sehold, following in the foot- 
St. os of Luther and Peter. There'll 
al ays be one of the breed on the 
Pi! mises, Averill insists, because 


“t ey’re essential to my good for- 
tl e,” 


® \verill considers himself “ex- 
“ tionally lucky” because, over 
years, he has always met 
ne important man” who pointed 
‘h way. Besides Kittredge and 


M igan, there was Albert Ross, art 
“i -ctor of L. H. Hartman Co., 


New York agency, who urged him 
to capitalize on his printing house 
background. Another, Albert Pe- 
ters, copy chief of Howard H. 
Monk & Associates, Rockford, IIl., 
recently typed this bit of verse 
to express his reaction to “Seed 
Corn”: 

“The Averill clan may never fat- 

ten 

On produce from the Averill 

platten; 

But JA elephunts and critters 

I'd rather have than apple frit- 

ters!” 


Opens Syracuse Branch 


Reynolds-Fitzgerald, national 
publishers’ representative, has 
opened an office at 306 S. Salina 
St., Syracuse, N. Y., to serve Syra- 
cuse, Rochester, Utica and Buffalo. 
Ed Roberts, salesman in the New 
York office, will be in charge of 
the new office. He has been re- 
placed in New York by James 
Beatty. 


McConnell, Eastman Names 4 
L. R. Howard, formerly adver- 
tising manager of Reckitt & Col- 


man (Canada) Ltd., Montreal, 
food and household products, has 
been appointed account executive 
of McConnell, Eastman & Co., 
Montreal. Russell McKeough, in 
the copy and creative department, 
also has been named account exec- 
utive in the Montreal office. Alan 
Magee, formerly in charge of 
plans and advertising copy of the 
Herald Press Ltd., Montreal, and 
David C. McConnell, who did copy 
work in the London office of the 
agency, have been added to the 
copy and creative department in 
Montreal. 


Ted Cox Joins Harshe 


Ted Cox, formerly public rela- 
tions counsel for the Cleveland 
Industrial Council, has joined the 
Chicago office of William R. 
Harshe Associates, public rela- 
tions concern, as an account execu- 
tive specializing in labor and in- 
dustrial problems. 


Two Appoint Townsend Agency 
Mt. Mansfield Chair Lift Inc., 


Stowe, Vt., and the Lodge at 
Smugglers’ Notch, Stowe, have 
placed their advertising with 


Townsend Advertising Agency, 
Burlington, Vt. Magazines, news- 
papers and direct mail will be 
used. 


FAAS WARS | 


The AMERICAN LABEL CO. 


7435 dorth She 


540 N. MICHIGAN AVE. © 185 WN. WABASH AVE. 


The 


thought 
xX 
any client 
will appreciate 
most: select WFBR as 


the key Baltimore station 
on his 1950 radio 


schedule 


ABC BASIC NETWORK % 5000 WATTS A BALTIMORE, MD. 
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 
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heads, 


ran a 


Place,” and took 


it with classified 


“TOOK IN $320 from — 
a $40 CLASSIFIED AD” 


This chap developed a service for agency 
ADVERTISING AGE’s 


$320. He has subsequently repeated this per- 
formance several times. 


As any mail-order man will affirm on a 
stack of Bibles, an 8-to-1 payoff direct from 
the ad is really sumpin! Character of circula- 
tion is the answer. 

As this advertiser comments, “ADVER- 
TISING AGE reaches the men at the deci- 
sion-making levels,” so, if you want a decision 
in favor of your service, your product, your 
proposition, tell the advertising world about 


AGE’s “Advertising Market Place.” 


classified insertion in 
“Advertising Market 
in 32 sales for a total of 


space in ADVERTISING 


No. 3447. Extra Color Punch in 
Screened Displays. 

In its brochure, “A New Dimen- 
sion in Color,’ Switzer Brothers 
Inc., Cleveland, shows actual sam- 
ples of its daylight fluorescent 
screen colors, and tells how these 
best can be employed to gain ex- 
tra color-impact in car cards, 24- 
sheet posters, counter cards, win- 
dow streamers, etc. The daylight 
fluorescent inks, developed for 
Army signaling, are visible four 
times as far as conventional colors 
and actually gain in brilliance dur- 
ing dark or cloudy weather. The 
inks are patented, and are used in 
an exclusive process by Switzer 
licensees. The details are of in- 
terest both to advertisers and 
silk-screen printers. 


No. 3448. What’s the Score on 
Home-Baking Ingredients? 
How’s Aunt Jemima doing? 

Where does Swans Down stand 
compared with Pillsbury? An- 
swers to these and dozens of other 
questions are presented in House- 
hold’s exhaustive survey of house- 
wives in small cities and towns. 
Entitled “Baking Methods—In- 
gredients—Brands,” this 60-page 
book presents detailed data on 
baking methods and frequencies, 
flours and prepared mixes, short- 
enings, baking powders, yeasts and 
other ingredients. 


No. 3449. Crossley Reports on 

Farm Readership in the South. 

Here is Crossley Survey No. 2 
entitled “Southern Farm Families 
—What They Read—What They 
Prefer,” offered by The Progress- 
ive Farmer. The study covers 
readership of farm magazines; 
readership of other magazines; 
audience studies for various com- 
binations of magazines; and an 
appendix with significant data on 
farm ownership, cotton, tobacco, 
field crops and livestock as sources 
of income. 


Information for Advertisers 


Note: Inquiries for items listed above 


100 E. Ohio St., Chicago 11, Il. 


USE COUPON TO OBTAIN iNTr< 
Readers Service Dept., Apvertistinc AcE | 


Please send me the following (insert number of each item wanted) 
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No. 3450. How Nurses Influence 
Food and Cosmetic Sales. 


What are the toiletry preferences 
of nurses; what brands are they 
likely to recommend? What are the 
brand-name foods that patients 
and new mothers discuss with the 
nurse? The first question is an- 
swered in a survey, “The Nurse 
and Her Role in the Sale of Toilet 
Accessories,” the second in a 4- 
section survey, “The Nurse and Her 
Influence on the Selection and 
Purchase of Brand-Name Foods. 
The surveys are offered as a 
“package” by the American Jour- 
nal of Nursing. 

No. 3451. Brand-Name vs. Price 
in Oil Heating Field. 

Fueloil & Oil Heat presents a 
new survey made by Prof. Wm. J. 
Stein, studying the relative in- 
fluence of brand names as com- 
pared with price considerations 
on jobber stocking and sale of oi 
burners and accessories. Called 
“Distribution of Oilheating Equip- 
ment Through 40 Wholesalers in 
the New York Metropolitan Area,’ 
the study presents statistical con- 
clusions and detailed discussions, 
revealing wide disparities among 
the 17 different products covered 
in the course of the survey. 


No. 3452. Census Figure File on 
Baking Industry. 


In “Census Facts About One of 
Our Greatest Industries: Baking,” 
Bakers’ Helper has condensed into 
a single data folder all informa- 
tion from the latest Census of 
Manufactures pertinent to its 
market. The statistical tables cover 
trends in the industry; plant lo- 
cations; locations as to type; value 
added by manufacture; value of 
products shipped; relative pound- 
ages of finished products; and raw 
materials utilized. A brief digest 
of media data is included. 


will not be serviced beyond Jan. 16. 


"YD 
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MATION 


cord discounts on multiple insertions and space over § 


inches apply on disploy 


HELP WANTED 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. Harrison 7-2063 Chicago 
Advertising Manager wanted—lIndustrial 
and Agricultural Machinery Experience. 
Age 25-35. Send resume for interview. 
Baughman Mfg. Co., Inc., Jerseyville, Il. 
ADVERTISING ART SALESMAN 
With following; ambitious, alert, to sell 
for long Established midtown art service. 
All replies confidential, Draw vs. Comm. 
Box AA 419, 221 W 41 St., N Y 18, N Y 
FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 


PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr-2 0115 Chicago 
WIDE OPEN 


ART DIRECTOR OPPORTUNITY 
Required: Top layout talent and creative 
imagination PLUS administrative skills 
needed for A to Z direction of al! lay- 
out and art requirements. Aggressive, suc- 
cessful, and growing advertising agency. 
Starting opportunity good—eventual re- 
wards in direct proportion to your con- 
tribution. No spot for the inexperienced 
but if you have a coming cub under your 
wing we'll consider him, too. What have 
you done, for whom have you done it, 
what’s your price? 

Box 2789, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
LARGE PRINTING COMPANY 
IN OHIO 
requires ah additional 
CONTACT MAN 

for present industrial accounts - 

A man with proven creative 
ability, able to spark 
promotional ideas 
Send full details, past experience, 
age, marital status, remuneration 
suggested and when available. 

Box 2814, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


POSITIONS WANTED 
COPY CHIEF 

8 years adv & indus. rel. background - 
house organ, sales catalogues, dir. mail, 
consumer ads, etc. Now in 6 G’s bracket. 

Box 2815, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Midwest advertising man, age 31, seeks 
permanent connection as advertising or 
sales manager. Former assistant to adver- 
tising manager one of nation’s largest 
department stores. Present department 
store advertising man on major daily 
newspaper. Excellent administrator, sound 


» | executive judgement. Able to take over a 


major operation with real problems. Ex- 
perienced at budget planning, market re- 
search, media analysis, new market de- 
velopment, promotional and sales coordi- 
nation. Retail experience invaluable to 
manufacturer or national advertiser. 
Above all a business man NOT a huck- 
ster. Will move, of course. Salary open. 

Box 2819, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
SELF-STARTER - Ad manager, formerly 
agency A.E., copy chief. Consumer, indus- 
trial- all media. Merchandising, pub- 
licity, etc. 

Box 2817, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Excellent opportunity for man 
under 40, with growing mid- 
western advertising agency. 
Agricultural education and 
farm background as well as 
experience in writing farming 
articles and advertising copy 
are essential. Inquiries strictly 


confidential. 


Box 7500, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


EXPERIENCED 
PRODUCTION MANAGER 
AVAILABLE 


Have run own department 
in large agency for many 
years. Re-organization ne- 
cessitates need for move. 


Thorough working knowl- 
edge of typography, plate 
making and printing in black 
and white and color. Early 
closing dates taken in stride. 


BOX 7503, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


ADVERTISING AND SALES EXECUTIVE 
DESIRES CHANGE 
Fouteen years experience with excellent 
background in advertising, merchandising, 
promotion, publicity and radio station 
management. Excellent references from all 
three previous employers. College grad. 
Replies held in strict confidence. Age 36 
Box 2816, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 


Top Flight Salesman - Now representing 
national publications in the 11 Western 
states, plans to make change. Age 338. 
Desires sales position with manufacturer 
or publisher as western representative. 
Commission or minimum starting salary 
considered $6,000 

Box 2818, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


~~"MISCELLANEOUS 
FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrat ons. 
John Andrews 1504 Dodge, Omaha, Neb. 


Interested in buying trade publication 
or part interest and representing in Mich- 
igan, Ohio by long established advertis- 
ing salesman. 

Box 2726, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, IIl. 


FREE SAMPLES, READY-TO-USE “ART 
Thousands of smart line drawings by top 
artists, less than 5¢ each. Thrifty for 
paste-ups. Write for free samples & cur- 
rent release on approval. Volk, Box 207 
Atlantic City, N Noo. 


WANTED 
REPRESENTATIVES FOR MEXICO’'S 
LEADING INDUSTRIAL AND 

CONSTRUCTION MAGAZINES . 
‘Industrial’, ‘‘Modern Construction’’ and ‘‘Min- 
ing & Oil" magazines, oldest published and out- 
standing in Mexico require aggressive represen- 
tatives in largest industrial and export centers in 
U.S.A. Good profits for experienced men. Write 
for full details to: Publicaciones Rolland, S. de 
a Plaza de la Republica No. 6—408, Mexico, 


Advertising Age, December 5, 1949 


Crosley to Promote ‘50 Line; 
Changes NY Operations 

Crosley Distributing Cor). 
brought out its new 1950 line if 
six television receivers and -tab e 
radios Nov. 28. Once distributicn 
is under way, the line will be prv- 
moted through Benton & Bowl:s 
in newspapers, television and oth: r 
media. 

The company also announc:s 
the formation of a four-division | 
operation in New York because ./{ 
zooming sales in the area. Depar - 
ments with increased sales staf s 
will be headed by David A. Cole, 
electronics; Alfred B. Packer, 
major appliances; Allerton Mc- 


Ewan, kitchen equipment; and 
Joseph P. Halpin, apartment 
houses and builders. Herbert 


Brown heads all sales promotion 
activities. 


Sweet's Division to Issue 
Biggest Architectural File 

The Sweet’s Catalog Service di- 
vision of F. W. Dodge Corp., New 
York, will distribute during De- 
cember what is believed to be the 
biggest collection to date of pre- 
filed manufacturers’ catalogs. 

The catalogs, comprising the 1950 
Sweet’s File, Architectural, fill 8,- 
400 8%x11” pages. Dodge will send 
the file to the offices of 17,000 ar- 
chitects, engineers and general con- 
tractors throughout the country. 
The six-volume file includes the 
catalogs of 900 manufacturers of 
building materials and equipment. 


Polen to Stern & Warren 

Rube Polen, formerly with Ohio 
Advertising Agency, has been 
named to direct the radio and 
television activities of Stern & 
Warren, Cleveland agency. 


CHICAGO AGENCY 
NEEDS ALL-AROUND 
ADVERTISING MAN 


We didn’t say account executive, merchandiser, research man, 
or copy writer, because the man we need probably will have to 


be all of these and more too. 


Our agency is small but well diversified. We have grown 
slowly. Just about all our dozen or more accounts came in 
“over the transom.” We work thoroughly on all the things 


a client needs for increasing 


his sales and profits, includ- 


ing advertising. We work very independently and quite com- 
petently—our clients are growing and they stay with us. 


We will give a reasonable guarantee to the man selected— 
with the hope that he likes us and we like him and that his 
abilities and professional contribution will warrant increases, 
continuance, and participating stock ownership. 


We don’t want a “new business” type man. If he can help 
us continue the good work we have been doing and improve 
it, too, new and bigger business will come as it has been coming. 


Please keep in mind the hazards as well as the possibilitics 
in smaller agency operations. Then, if interested, write 
Box 7501 Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


PUBLICITY — MERCHANDISING 
MAN WANTED 


He must know the grocery field thoroughly, chains, supers, independe ‘s, 
brokers, and co-op groups. He will know the trade publications in th se 
fields. He must be capable of writing articles that will get into print : »¢ 
speeches that will hold audiences in the grocery field. 

Such a man has an opportunity to organize a grocers service departm "' 
for a national trade association. He will work with a group of young | ’!- 
lows, work hard but have a lot of fun. 

Are you interested? And what's your price? Replies will be held in 


strict confidence, of course. 


Box 7499, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING, MERCHANDISING 
EXPERT AVAILABLE! 


Only 35, but veteran of 14 years account 
executive, advertising and sales manager, 
top firms, references. Solid experience 
planning, administration, promotion, 
marketing. Will reiocate for real op- 


portuni 
BOX 7 ADVERTISING AGE 
100 E. Gnic’ St.. Chicago 11, Illinois 


COMMERCIAL COLOR COMIC 
BOOKS ARE BIG BUSINESS 
We are expanding sales force: Severa! °& 
sirable territories available! Big oppo '¥ 
nity for salesmen with experience contac "9 
large advertisers and agencies. Exce’ °"! 
earning possibilities. 


PROMOTIONAL punuismees COMPAN © 
220 Fifth Ave. York 1,8. : 
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NEW WRAP—NEW SIZE—New England Fish Co., Seattle, is putting up its Belleanna 

brand quick frozen fillets of sole, formerly packed in 5 and 10-Ib. sizes, in this 

new size, which fits into the housewife’s ice cube tray. Marketed as “‘chillets,” the 

package carries a newly-designed over-wrap printed in full-color rotogravure, 

designed by James Allen, of Pacific National Advertising Agency, which handles 
the account. 


Introduces Flo-glaze 

Imperial Varnish & Color Ltd., 
Toronto, is using two national 
magazines, business papers and 
half pages in metropolitan dailies 
to introduce a new color system 
in the paint field, called Flo-glaze 
Colorizer. Ads, which will run 
through 1950, explain that the 
Flo-glaze dealer stocks only two 
basic paints, gray and white, and 
with the use of numbered tubes 
of colorants, may obtain 1,322 
shades. MacLaren Advertising 
Agency, Toronto, handles the ac- 
count. 


Goodson Heads New Unit 

Robert E. Goodson, vice-presi- 
dent of Aikin-McCracken Ltd., To- 
ronto, has been made head of a 
new division of the agency, known 
as Robert E. Goodson Ltd., lo- 
cated at 15% Richmond St. E. The 
division will specialize in retail 
advertising and merchandising 
problems, and its facilities are 
available to Aikin-McCracken cli- 
ents. 


Pertex Expands Distribution 

Perfex Co., Shenandoah, Ia., 
manufacturer of Perfex super 
cleaner, GlossTex plastic starch, 
Shina Dish and Dexol safety 
bleach, has expanded distribution 
of all products into the 15-state 
central area with the addition of 
Illinois, Indiana, Michigan and 
Wisconsin. 


Die-Cutting 


and subsidiary . 


. 


ADVERTISING PROFESSION 
Pe + Advertising Specialties 


@ SERVICE BINDERY CO., INC. 
-GERVICE MOUNTING & FINISHING CC : 


= Plant—224! South Wabash. AvenuesC hiic< ie 
New Phone—CAlumet 5-3224 


Separate Contests 
Will Feature Eighth 
Annual ABP Awards 


NEw YorK—Separate contests 
for advertising in industrial pub- 
lications and in merchandising 
publications will be featured in 
the eighth annual advertising com- 


ABP Meeting 


petition sponsored by Associated 
Business Publications. 

Entries for the competition, in 
which more than 30 first prize 
and certificate of merit awards 
will be made in each division, 
will close Jan. 31. Complete de- 
tails are available from the ABP 
office at 205 E. 42nd St., New 
York 17. 

In the industrial division, awards 
will be made in six classifications: 
(1) Advertising of operating and 
maintenance parts and materials; 
(2) advertising of fabricating parts 
and materials, containers and 
packaging supplies; (3) advertis- 
ing of machinery and equipment; 
(4) advertising of primary and 
process materials; (5) advertis- 
ing of construction and engineer- 
ing materials; (6) institutional ad- 
vertising, advertising of services, 
and group advertising. 


s Judging of the industrial entries 
and presentation of the awards 
will take place in St. Louis. 

In the merchandising division 
there are seven classifications: 
(1) Advertising to introduce new 
products or new packaging; (2) 
advertising to sell product features 
and give product information; (3) 
advertising employing “catalog 
type” copy, presenting a complete st, 
line; (4) advertising which links 
merchandise with seasonal promo- 
tions; (5) advertising to describe 
Sales promotion aids and induce 
the dealer to use them; (6) ad- 
vertising to merchandise con- 
sumer advertising to the trade; (7) 
advertising institutional or ‘gen- 
ero! in mature, including sales 
tre ning, endorsements, policy an- 
no incements, etc. 

-udging and presentation of 
aWirds in this classification will 
tak» place in New York. 


Ju: ket Promoted in Canada 


- inket Brand Foods, division of 
Ch . Hansen’s of Canada, is using 
CO) y ranging from 170 to 600 lines 
'n aily newspapers across Canada 
fo. its Junket rennet powder and 
tal ets, The ads, featuring recipes 
an photographs of children, will 
ru’ through August, 1950. The To- 
oO! to office of McKim Advertising 
dit cts the account. 


Fé< Shifts Kohlstad 


aul Kohlstad of the Seattle 
of ce of Foster & Kleiser, outdoor 
ac’ ertising, has been transferred 
‘0 he San Francisco office as ac- 
Count executive. 


Here’s how John Chase recently cartooned run- 
away New Orleans -business for readers of the 
evening States! . . . The States and The Times- 
Picayune alone give you the geared-powerful, end- 
to-end coverage you need to tackle this big, port-, 
oil- and construction-rich market. 


Ask Jann & Kelley, Inc., today! 


TOTAL CIRCULATION 


M. & E.....270,636 


Sunday... .281,710 
3 Months Ending March 31, ‘49 
Milline Rates as Low as 1.88 M. & E.—1.95 Sunday 


View Onlean TIMES-PICAYUNE and STATES 


GEARED TO SELL THE NEW ORLEANS MARKET 


pt Td 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 
THE ARTKRAFT® SIGN CO. 


Arturett® Corporetien 
$e Mibby Br, lime, Ohi USA. 
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TV Network Affiliated Stations 


(As of Nov. 15) 

City ABC cBs DuMont Mutual NBC 
Albuquerque KOB-TV KOB-TV 0B-TV 0B-TV 
atlanta WSB-TV WAGA-TV WAGA-TV WSB-TV 
daitimore wAAM WMAR-TV AAM WBAL-TV 
wingnamton, N. Y. WNBF-TV4 WNBF-TV4 WNBF-TV4 WNBF-TV4 
6.rmingham WAFM-TV WAFM-TV WBRC-TV WBRC-TV 
B.oomington, Ind. 
boston WNAC-TV WNAC-TV WNAC-TV WNAC-TV2 WBZ-TV 
buffalo wWBEN-TV WBEN-TV WBEN-TV BEN-TV 
vnarlotte wBTV wBTV WBTV BTV 
Uhicago weNR-TV* wsbKB WGN-TV WGN-TV2 WNBQ* 
Cincinnati wCP0-TV WKRC-TV WCPO-TV WwcP0-Tv3 WLW-T 
Cieveland wews ws WEwsS WNBK* 
Columbus wiVN WBNS-TV N WLW-C 
Vayton wHl0-TV WHIO-TV WHIO-TV WLW-D 
Dailas KRLD-TV# KBTV 
Uavenport woc-TVv 
Detroit WXYZ-TV* WJBK-TV WJBK-TV WWJ-TV 
Erie wicu wicu Wwicu 
tort Worth WBAP-TV WBAP-TV 
Grand Rapids WLAV-TV WLAV-TV WLAV-TV WLAV-TV 
Greensboro, N.C. WFMY-TV WFMY-TV WFMY-TV WFMY-TV 
Houston nLEE-TV KLEE-TV KLEE-TV Kice-.V 
Huntington, W.Va. wSAZ-TV4 WSAZ-TV4 WSAZ-TV4 WSAz-iV4 
Indianapolis WFBM-TV WFBM-TV WFBM-TV WFBM-TV 
dacksonville wMBR-TV WMBR-TV WMBR-TV WMBR-TV 
Johnstown, Pa. WJAC-TV WJAC-TV WJAC-TV WJAC-TV 
Kansas City WDAF-TV WDAF-TV 
Lancaster, Pa. WGAL-TV WGAL-TV WGAL-TV 
Los Angeles KECA-TV* KTTV5 KTSL KTSL2 KNBH* 
Louisville WAVE.-TV WAVE.-TV WAVE-TV WAVE-TV 
Memphis wMCT wMCT wMcCT WMCT 
Miami wTvJ wTvJ J 
Milwaukee WTMJ-TV WTMJ-TV WTMJ-TV WTMJ-TV 
Minneapolis WTCN-TV WTCN-TV WTCN-TV KSTP-TV 
New Haven, Conn. WNHC-TV WNHC-TV WNHC-TV WNHC-TV 
New Orleans WDSU-TV WDSU-TV WDSU-TV WDSU-TV 
New York wJz-Tv* wcss-Tv* WABD* WwOR-TV2 WNBI* 
afahes Cit WKY-TV WKY-TV WKY-TV WKY.TV 
Oklahoma . - - - 
Omaha . KMTV KMTV MTV wow-TVv 
Philadelphia WFIL-TV WCAU-TV WFIL-TV WPTZ 
Phoenix KPHO-TV= KPHO-TVZ KPHO-TV= KPHO-TV= 
Pittsburgh woTV WwDTV DTv* WDTV 
Providence WJAR-TV WJAR-TV 
Richmond WTVR R R 
Rochester, N. Y. WHAM-TV WHAMN.-TV WHAM.-TV 
Rock Island, III. WHBF-TV= WHBF-TV= 
Salt Lake City SL-TV KSL-TV KSL-TV KDYL-TV 
San Antonio WOAI-TV4 WOAI-TV4 WOAI-TV4 
San Diego KFMB-TV KFMB-TV KFMB-TV 
San Francisco KGO-TV* KPIX KPIX KRON-TV 
Schenectady WRGB wRGB GB 
Seattle KING-TVé KING-TVé KING-TV6 KING-TV6 
St. Louis KSD-TV KSD-TV SD-TV KSD-TV 

’ WSEE 
—- WHEN” WHEN WHEN WwSYR-TV# 
Toledo WSPD-TV WSPD-TV WSPD-TV 
Tulsa KOTV KOTV KOTV KOTV 
Eectlostos’ Wore, WIIG? wore? WM Bwe 
; WMAL-TV 
Wisbenten WDEL WDEL-TV 


* Owned ated stations. 2 Not yet on the air. 2 Owned by Mutual stockholders. 3 Owned 
by Mutual AM aifiliate. 4Scheduled to begin operations in December. 5 Partly owned. 6 Formerly 


KRSC-TV 


CBS’ Moscovics 
Sees 6,000,000 
TV Sets by ‘51 


DetroiIt—By the end of 1950, 
6,000,000 television sets will be in- 
stalled in the United States, ac- 
cording to George L. Moscovics, 
manager of sales development, Co- 
lumbia Broadcasting System. 

Mr. Moscovics told a meeting of 
the American Marketing Associa- 
tion here that there are now 2,- 
500,000 TV sets in use in the U. S., 
and predicted that the number will 
increase to 3,000,000 by the end of 
1949 (National Broadcasting Co. 
data shows that 3,025,000 sets were 
in use as of Nov. 1). In 1950, he 
added, this figure will be doubled. 

Television, said Mr. Moscovics, 
has become America’s fastest 
growing major industry. From the 
end of 1948, when there were l,- 
000,000 sets in use, to the end of 
1950, the industry will have tripled 
in size. 

While describing how the infant 
TV industry struggled through this 
period of growing pains, Mr. Mos- 
covics warned that much still is 
to be done in improving research 
facilities, which he called “greatly 
flexible.” 


ws Improvements in cameras and 
other transmitting equipment also 
are needed, he said. 

“Television is changing rapidly 
in its characteristics and those 
viewing programs should keep an 
open mind in judging them,” he 
added. “Television is not an ad- 
vertising medium, but a market- 
ing tool. In addition to its enter- 
tainment programs, it is an en- 
tirely new method of having a 
salesman talk to customers and 
demonstrate his business.” 

He admitted that color television 
still is a major problem for the 
industry and pointed out that the 
demand for sets slackened last 
summer when the color furor 
swept the industry, but immediate- 
ly picked up again when the Fed- 


eral Communications Commission 
announced it would not accept any 
color system until it could be 
adapted to present receivers. 


a “The commission apparently 
does not intend to take any action 
until next spring, so that it will 
be at least a year and maybe two 
before the many problems, for 
which there are no answers now, 
can be ironed out in color TV,” Mr. 
Moscovics added. 

Commenting on the rapid growth 
of television this year, he said three 
factors have contributed to the 
upturn: (1) The FCC action on 


color wiped out any misapprehen- 


sion in the minds of the public; 
(2) World Series and football de- 
mand boosted sales, and (3) 
Christmas sales this year are ex- 
pected to hit an all time high. 


Survev Finds 5.2% 
of Pittsburgh Homes 
Now Have Video Sets 


PITTSBURGH—More than 5% of 
the homes in the Pittsburgh area 
had television sets in October, ac- 
cording to a survey made by 
Guide-Post Research. 

The local research organization 
surveyed a cross-section sample of 
2,000 homes in Allegheny County 
and found that 5.2% of the homes 
had TV receivers. 

Among families with incomes of 
more than $5,000, 8.7% of the 
homes had sets. However, only 
2.6% of the families with incomes 
of less than $2,500 had receivers. 

A year ago, there were video 
sets in fewer than one in every 
1,000 homes. A March survey by 
Guide-Post Research found sets in 
2% of the homes and a similar 
survey in July showed that 3% 
had sets installed. 

Charles F. Ackenheil, director 
of the survey, predicts a large in- 
crease in the number of receivers 
during the holiday season. His es- 
timate is based on the fact that 
one out of every six families in- 
dicated they wish to buy a set be- 
fore Christmas or as soon there- 
after as possible. 


Facsimile Book 
Calls TV, FX 
Complementary 


‘Miami Herald’ Editors 
Say TV-FX Competition 
Is Primarily Economic 


New YorK—“The competition 
between television and facsimile 
is mainly economic,” according to 
Lee Hills and Timothy J. Sulli- 
van, managing editor and facsimile 
editor, respectively, of the Miami 
Herald. 

Writing in their new volume, 
“Facsimile,” Messrs. Hills and Sul- 
livan contend that TV and FX 
“serve different purposes. They 
offer entirely different services” 
and that they are therefore comple- 
mentary rather than competitive. 

“Unless the prospective receiver 
buyer can afford both or a combi- 
nation,” they continue, “he must 
make a choice. Until costs come 
down, not many will buy both. 
Thus far television is the choice; 
it has higher entertainment value, 
lower cost, wider use. 


s “Television is radio business— 
show business,” they write. “Fac- 
simile is the newspaper or pub- 
lishing business. Radio is a minor 
element in facsimile, a means of 
transmission and nothing more.” 

The book is one of the most com- 
prehensive studies on facsimile yet 
published. Mr. Hills and Mr. Sul- 
livan carefully trace the develop- 
ment of the medium since 1842, 
when an English physicist used 
a wire circuit to mark paper. 

The volume covers present and 
potential uses of FX; discusses 
Ultrafax and Colorfax; the use of 
FM radio; FCC rules and stand- 
ards; FX programming; writing, 
makeup and production tech- 
niques, and various means of mak- 
ing the facsimile transmission pay 
for itself. 


w In the discussion of facsimile 
advertising—the FCC authorized 
use of printed commercials begin- 
ning July 15, 1948—Hills and Sul- 
livan are optimistic over the po- 
tential. 

They cite Herbert Hoover’s 1924 
prediction that advertising could 
never finance radio and the fact 
that television was launched with 
few sponsors and “spectacularly 
high losses,” as evidence that sim- 
ilar predictions regarding the fu- 
ture of FX could be equally wrong. 

“The appeal of facsimile is that 
it doesn’t need huge capital out- 
lays and million dollar advertising 
budgets to pay its way,” they ar- 
gue. “The initial cost of starting 
a facsimile newspaper is much less 
than the cost of even a small radio 
station or a small newspaper. The 
expense of operation is not large. 


ws “The limiting factor on com- 
mercial facsimile was the same 
as it was on commercial radio or 
television. It depended on the mass 
manufacture and distribution of 
sets at an increasingly lower price 
to the user.” 

One of the problems facsimile 
operators faced in the early com- 
mercial period was whether ad- 
vertisers should be sold display 
ads as in newspapers or sponsored 
programs as on radio. 

As might be expected, news- 
paper-owned facsimile stations 
adopted the advertising and rate 
structure of the printed page. Mr. 
Hills and Mr. Sullivan are con- 
|vinced that, to preserve editorial 
freedom on FX, selling space rath- 
|er than sponsored programs is pre- 
| ferable. 

But they freely admit that “ra- 
dio techniques may well modify 


City 


Albuquerque 
Atlanta 
Baltimore 

t Binghamton 
Birmingham 
+ Bloomington 
Boston 
Buffalo 
Charlotte 
Chicago 
Cincinnati 
Cleveland 
*Columbus 
Dallas! 
*Davenport 
Dayton 


Houston 

+ Huntington 
Greensboro 
Indianapoiis 

* Jacksonville 
Johnstown 
*Kansas City 
Lancaster 

Los Angeles 
Louisville 
Memphis 
Miami 
Milwaukee 
Minneapolis-St. Pau! 
New Haven = 
New Orleans 
*New York 
Oklahoma City 
Omaha 
Philadelphia 

t Phoenix 
Pittsburgh 
Providence 
Richmond 
Rochester 

Salt Lake City 
tSan Antonio 
San Diego 
San Francisco 
Schenectady 
Seattle 

St. Louis 
Syracuse 
Toledo 

+Tulsa 

tUtica 
Washington, D. C. 
Wilmington 
Others 

Total 


2 


a 
s 
oe 
s 


ial Tela IIIT] 


g 
s 


165,700 


Figures based on data from National Broadcasting Co. and electrical associations. 
Station added in November. 


figures combined. *Station added in October. 


in December. 


— 


April Aug. 1 Nov | 
1949 1949 19%.) 
700 1,000 1,40 
5,500 15,000 18,5 0 
51,500 69,600 a 0 
10.0 

400 3,500 57 0 

0 

68,400 113,000 177,0.0 
18,300 26,300 44,1°0 
3,000 7,810 

125,000 170,000 266,40 
20,000 28,100 42,000 
38,700 67,500 101,00 
1,300 7,700 19,710 
1 1 10,90 

2,90 

4,700 8,800 18,60 
50,500 76,000 129,000 
2,700 6,000 14,000 
3,900) 12,300! 9,990 
2,000 7,00 

3,500 7,500 9,00 
1,300 

900 6,500 

1,500 7,000 11,500 
3,000 

2,900 7,800 

15,800 

9,900 16,000 

112,600 169,000 251,000 
6,100 8,700 13,100 
4,400 6,300 9,900 
3,100 8,100 12,000 
21,600 30,000 50,100 
12,600 23,700 41,300 
24,100 37,400 50,300 
4,200 6,000 9,000 
535,000 726,000 875,000 
1,300 5,000 11,600 
2,500 7,700 

140,000 205,000 as 
00 

10,300 23,500 40,000 
6,000 13,500 17,000 
9,000 13,700 16,800 
800 4,300 11,300 
3,900 6,000 7,000 
200 

6,300 12,100 

5,400 10,600 18,000 
20,000 29,000 38,000 
5,100 7,800 12,600 
25,500 36,800 57,600 
2,400 7,200 15,100 
10,000 18,000 25,000 
1,400 

1,500 3,000 

40,800 55,700 69,600 
8,900 17,300 

41,100 47,500 11,200 
1,441,800 2,150,000 3,037,460 


1 Dallas-Fort Worth 
t Station will be added 


the newspaper pattern.” They see) Fi]Jmack Offers TV 


no objections in having opening 
and closing “commercials” for 
such items as sports results, for 
example, and add: “The pioneers 
in this new medium will set the 
precedents.” 


s Admen who turn to the chapter 
on facsimile advertising will find 
ideas and suggestions for new 
methods of handling FX adver- 
tising as well as examples of var- 
ious types of copy which already 
have run in the Miami Herald’s 
facsimile edition. 

Among the “natural advantages” 
which the authors list for facsimile 
are intimacy and permanence. 

“Only when television is being 
viewed does it get attention,” they 
write, “and earn its way in adver- 
tising. It has the unavoidable lim- 
itation of audience for the adver- 
tiser...Sound radio has the same 
handicap of being transitory and 
fleeting. It must be listened to at 
the time the broadcast is on to sell 
the sponsor’s product. 


ws “Facsimile lacks the motion ap- 
peal of television, but it does not 
have the drawback of requiring 
constant attention or even the 
presence of anyone while the pro- 
gram is being received... , 

“The battle for the eye and ear 
of the potential customer grows 
steadily more competitive. The 
possible time that you can get at- 
tention becomes divided and di- 
luted. The movies, sports, the au- 
tomobile, and all forms of enter- 
tainment and recreation bid for 
people’s time along with the vari- 
ous radio and printed services. 


Facsimile,” they conclude, “can 
capitalize on its natural advan- 
tages.” 


“Facsimile” is published by the 
McGraw-Hill Book Co. The price 
is $3.50. 


TV Tube Sales Reported 


Radio Manufacturers Association 
has reported that in the first nine 
months of 1949 2,129,210 cathode 


|ray tubes for television sets were 


sold, 65% of them 12” or larger. 
In the same period last year, 1,- 
309,176 of the TV picture tubes 
were sold, with only 6% 12” or lar- 
ger. 


Film Commercials 
for $150 or Less 


Cuicaco—Filmack Trailer Co. 
now is offering budget-minded TV 
advertisers one-minute video film 
commercials, either 16mm or 
35mm, for $150, with shorter films 
at proportionately lower prices. 

Filmack, which has made “com- 
ing attraction” and filmed sales 
messages for theaters throughout 
the U. S. for more than 30 years, 
already has filmed a number of 
the low-price commercials for |lo- 
cal agencies and advertisers. One 
such one-minute film for an awn- 
ing company cost $45. 

Typical of the company’s cur- 
rent TV production is a commer- 
cial made for Spiegel Inc., mail 
order house, for $150. The one- 
minute, 16mm movie included ani- 
mation, several stills, shots of a 
hand turning catalog pages, a tele- 
phone being dialed, narration «nd 
dubbed-in music. 


@ Main reason for the Filmack 
price structure is the volume o! 


movie theater trailers which it J 


runs through the plant on a }0- 
duction line basis. Art work, p10- 
tography, special effects, film | ro- 
cessing and sound dubbing al! :re 
scheduled and routed in the s me 
manner as agency production ie- 
partments. 

Television commercials mad: by 
the company naturally are 10! 
comparable to more expen ive 
films made out of doors or on !0- 
cation. Company officials, in — ct. 
describe their concern as he 
Woolworth store of the TV c ™- 
mercial field.” 

But they contend that the © pe 
of animation and special ef! ts 
which they can produce will s: is- 
factorily meet the demands « 4 
potential video advertiser wi' 4 
small budget. 

Filmack offices are locate # 
1327 S. Wabash Ave., Chicago 


Hartogensis Named V. P. 

Harold Hartogensis has | © 
named vice-president of ! °- 
Mahan-Horowitz Advertising © 
St. Louis. 
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Our Help in Ages Past... 
Jur Hope for Years to Come” 


(een see pet em th nad agen tr sein Tee th er tit eh, emer haem mh 6 ss he 


‘REDEDICATION’—Swift & Co.'s Christ- 
mas message, over the signature of John 
Holmes, president, closes with a quota- 
tion from the Psalms as a “rededication 
and an act of faith in church and coun- 
try.” It is one of a series which Swift 
has been running in a long list of farm 
publications through Needham, Lovis & 
Brorby, Chicago. 


c- 


Announce New Rules 
for Putman Award; 
Winners Will Split 


New YorK—Under new rules 
for the $2,000 Putman Award for 
1950, two entries will win cash 
awards next year in the third an- 
ual competition established by 
Putman Publishing Co. 

In previous years, a single en- 
try was selected to receive the full 
cash award of $2,000, with $1,000 
going to the advertising manager 
of the winning company and $1,- 
100 to the account executive with 
he agency handling the account. 

Next year, the awards admini- 
trative committee of the National 
ndustrial Advertisers Association 
as decided, judges will select first 
nd second place winners. To the 
irst-place advertiser will go $1,- 
00, to his agency $500. The sec- 
nd-place advertiser will be 
warded $500, while a citation will 
0 to his agency. Citations also 
ill be presented to the cash win- 
ers, 


The awards are made for the 
lest use of industrial advertising, 
nd the best documentation of that 
se, in selling products or services. 
he 48 entries of the past two 
ears are being kept permanently 
Putman’s Chicago library. 
Deadline for the 1950 entries is 
lay 1, and the annual award will 
le made at NIAA’s annual con- 
erence at Los Angeles during 
une. Copies of a 16-page folder 
escribing rules and regulations 
r 1950 entries are available from 
he Putman offices, 737 N. Michi- 
an Ave., Chicago 11, or NIAA’s 
eadquarters at 1776 W. Broadway, 
ew York 19. 


onson Signs for Simulcast 


! ‘Twenty Questions’ 

fonson Art Metal Works, New- 
tk, last week started a five-week 
etwork test of “Twenty Ques- 
ons’ as a simulcast. 

M\ tual, which carries the pro- 


fay on radio, with WOR, New 
ork owner of the package and 
igi ating station, could not clear 
Y s‘ations in time for the pre- 
‘ristmas debut, so this business 
rent to NBC-TV. WOR insisted 
fat WOR-TV get the program, 
ith the result that the simulcast 


‘eing aired on two New York vi- 
£0 ( utlets—WOR-TV and NBC’s 
1, WNBT. Grey Advertising 
1 -y handles the show. . 


on Leaves Mutual 


> rge Benson has resigned as 
al sales manager of the Mu- 
‘al Broadcasting System, New 
The fifth major executive 
“ve since the network’s new 
™. istration took over, Mr. Ben- 
\ ll not be replaced. His duties 
©<pected to be absorbed by 
N. Hult, who was recently 


Dec. 5. American Association of News- 


paper Representatives, ann‘ial meeting, 
Detroit. 
Jan. 23-25, 1950. Newspaper Advertis- 


ing Executives Association, annual con- 
vention, Edgewater Beach Hotel, Chi- 
cago. 

Feb. 13-14, 1950. Inland Daily Press As- 
sociation, midwinter meeting, Congress 
Hotel, Chicago. 

March 28-31, 1950. Premium Advertising 
Association of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

April 11-12, 1950. Annual symposium 
and exhibit, Point of Purchase Advertis- 
ing Institute, Waldorf-Astoria Hotel, New 
York. 

May 14-17, 1950. National Newspaper 
Promotion Association, annual conven- 
tion, Schroeder Hotel, Milwaukee. 

May 22-23, 1950. Inland Daily Press As- 
sociation, spring meeting, Congress Hotel, 
Chicago. 

May 31-June 3, 1950. Advertising Fed- 


eration of America, 46th annual conven- 
tion, Hotel Statler, Detroit. 

June 29-July 1, 1950. National Industrial 
Advertisers Association, annual confer- 
ence, Hotel Biltmore, Los Angeles. 

Sept. 18-21, 1959. Financial Public Re- 
lations Association, 35th annual conven- 
tion, Hotel Statler, Boston. 

Oct. 9-11, 1950. Central regional meet- 
ing, National Newspaper Promotion As- 
sociation, Indianapolis. 

Oct, 23-24, 1959. Inland Daily Press As- 
sociation, annual meeting, Congress Hotel, 
Chicago. 


S. C. Johnson Promotes 
New Floor Wax Machine 


S. C. Johnson & Son, Racine, 
Wis., has opened a promotion for 
its new heavy duty floor mainte- 
nance machine in a list of school, 
church and institutional publica- 
tions, through Needham, Louis & 
Brorby, Chicago. 

The company also is using bro- 
chures and other literature on the 
Super 16, on a monthly basis to a 
list of 40,000 to 50,000 prospects, 
in addition to jobber and dealer 


Maylex Appoints Baum 

C. L. Baum, formerly a partner 
in Short & Baum, Portland, Ore., 
has been named general manager 
of Maylex Chemicals, Los Angeles. 
The company is a new part of 
Pepco Industries and makes wood 
sealer and paint remover. McCarty 
Co., Los Angeles, has been named 
to handle Maylex’s advertising. 


Transfers Timothy Knipe 

Timothy W. Knipe, who has 
been a sales representative in New 
York for House Beautiful, has been 
transferred to the New England 
office as assistant to Joseph Arcisz, 
New England manager. 


Hurt Joins Walter Weir 


Marshall Hurt, formerly vice- 
president of Bauerlein Advertis- 
ing Agency, New Orleans, has 
joined the executive staff of Wal- 
ter Weir Inc., New York. 
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‘THE LETTER SHOP, Inc. 


431 6. Dearborn &t., Chicago 5, Illinois 


promotional material. 


in quantities 


frre — 


FOR ALL PURPOSES 


Sharp, clear, crisp! Prompt Delivery' 


8x10 genuine glossy photos 


—=——- MATIC C0. 


mua 53-59 E. Illinois St. 
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PHOTO- 


Ph: WH itehall 4-2930 


Chicago 11, Illinois 
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LL THE HORSESHOES in Santa Anita won’t 


guarantee good luck to a Coast campaign hased upon a 
“plus market” that actually doesn’t exist. So be sure to 
keep an eye on the superstition that only one network 


reaches most of the Coast towns outside the hig cities, 


HECK UP WITH AN ABC representative if you want 
to“get lucky” in Coast radio. You'll learn that 22 stations 
on ABC’s Coast network are strategically located to 


cover not only smaller towns outside metropolitan cen- 


ters, but the big buying, big city audiences, too. 


Ab 


Mutual vice-president in 
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ASE YOUR BUY ON BMB and you won't need a rab- 


bit’s foot to bring you extra value in Pacific Coast radio. 
BMB shows that ABC delivers 96.7% coverage of the 
entire Coast...big markets and small, from little Lemon- 
cove in the Sequoia’s shadow to bustling Long Beach. 


On the coast 
you cant get away from 


ABC 


FOR COVERAGE... ABC’s booming Pacific network 


delivers 228,000 watts of power—44,500 more than the 


second-place network. This power spells coverage — 


ABC primary service area (BMB 50% or better) covers 
96.7% of all Pacific Coast radio homes. 


FOR COST...a half hour on ABC’s full 22-station Pacific 
network costs only $1,228.50. Yet you can buy as few 


as 5 stations for testing or concentration. And ABC 


is famous for the kind of audience-building promotion 


that helps slice the cost-per-listener, 


Whether you’re on a coast network 
or intend to be—talk to ABC 


PACIFIC NETWORK 


New Yor«: 30 Rockefeller Plaza « CIrcle 7-5700--Dernorr: 1700 Stroh Building - CHerry 8321—Cutcaco: 20 N. Wacker Drive 
DElaware 1900—Los Ancgtes: ABC Television Center- NOrmandy 3-3311—San Francisco: 155 Montgomery St. - EXbrook 2-6544 
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Will Use TV to Boost Fruit 


Egan, Fickett & Co., New York, 
will use a series of one-minute 
TV announcements on WCBS-TYV, 
WABD and WPIX to promote its 
Hurdy Gurdy brand oranges and 
grapefruit. Moore & Hamm, New 
York, is the agency. 


Becomes Member of APA 


Colorado Rancher & Farmer, 
Denver, has become a member of 
the Agricultural Publishers Asso- 
ciation. 


LeMaster Joins Ross Agency 


Kelmar K. LeMaster, formerly | 
advertising manager of KPOJ, 
Portland, Ore., and for the past 
16 months business and advertis- 
ing manager of the Times, An- 
chorage, Alaska, has joined Ross 
Advertising Agency, Portland, as 
an account executive. 


Joins ‘Field & Stream’ 


G. Rogers Porter, formerly with 
Liberty, has joined the New York 
advertising staff of Field & Stream. 


Ahead saya 


Field & Stream 


First 10 months figures show Field & 
Stream still surpasses all other sportsman’s 
magazines in advertising linage! 


*Advertising linage of the three leading sportsman’s magazines for the 
first 10 months of 1949, as compiled by Printers’ Ink. 


AMERICA’S NUMBER ONE SPORTSMAN’'S MAGAZINE 


alile Stee 


Point-of-sale for more than 700,000 top-flight sportsmen! 


100 YEARS OF SERVICE—This print of the Rural New-Yorker’s January cover depicts 
the changing agricultural scene during its span of service. 


‘Rural New-Yorker’ Has 
Churchly Lair and Air 


Even 1800 years ago time 
was important to man—im- 
portant enough that such 
crude devices as the Sinking 


Bowl were used to measure 


the hours. Today time 


even more precious, particu- 


larly to the hurried and har- 


India sinking bowl 3 


is 


rassed Advertising Produc- 


tion man. So for the best in 


mats with quick, efficient 


service—call Progressive. 


VICE 
4 ott 


MAIR 


The Sinking Bowl shown 
here is a version of the 
Clepsydra used in India 
during the First and Second 
Centuries. The small bowl 

has a tiny hole in the bottom. 

It is floated in the larger bowl 
and the water gradually fills the 
smaller bowl causing it to sink. 
Time is measured by the interval 
it takes for the smaller bowl to 
submerge. This particular 
one takes approximately 
one hour. 


Courtesy of the Museum 
of Science and Industry 


WABASH 2-1204 
+ 


IX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


Approaches Centennial 
with Knowledge It Has 
Served Cause of Truth 


By CAMERON Day 

New YorK—Back in 1913, when 
the Rural New-Yorker moved 
from downtown New York to the 
city’s old Chelsea section, it was 
curiously fitting that the farm 
paper set up shop in an abandoned 
Methodist church. 

For, over the years, the building 
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fea become a sort of temple ty 
| truth in advertising. Preaching t ji; 
gospel, and sternly practicing it, is 
| the paper’s hallmark and—as it 
| approaches its 100th annivers: ry 
\in January—its talisman. 

Started in Rochester, N. Y., by 
Daniel D. Tompkins Moore, in 1:.50 


‘'as Moore’s Rural New-Yorker. jt 


grew so rapidly that Moore tra .s- 
ferred the operation to New York 
City in 1868. 

Taking the name of the Rural 
New-Yorker with its Nov. 2, 1878, 
issue, the paper’s circulat on 
climbed to about 50,000 in 1:00, 
and to 200,000 by 1916. Today ‘the 
business farmer’s paper” has an 
ABC circulation of 305,000, spread 
throughout a good part of the 
Northeast-—in New York, New Jer- 
sey, New England, Pennsylvania 
and Ohio. 

From 1910 to 1950, the semi-§ 
monthly’s advertising revenue has§ | 
gone from about $250,000 to more§j . 
than $500,000. 


@ These round figures, though®, 
pleasant to report, tell less of the 
paper’s success than the _ threeff, 
words, “A Square Deal,” which#} 
appear regularly on the mast-@, 
head. The gist of this “Squarellf 
Deal,” as the masthead states, isf, 
that “we will make good any loss} 
to paid subscribers sustained by@i, 
trusting any deliberate swindler,@ h 
irresponsible advertiser or mis-§]|; 
leading advertisements in our col-H a 
umns, and any. such swindler willl u 
be publicly exposed.” 

This means that the phony ad-§R 
vertiser will be forced to makefip 


redress, and that he will belly 
branded for what he is in the Ru-§ q, 
ral’s now famous “Publisher's », 
Desk.” 


It is this department, the “Pub- 
lisher’s Desk,” which not only ex- 
poses all sorts of rogues, adver- 
tisers and others, but also gives 
the farmer firm but friendly ad 
monitions which save him all kinds@, 
of trouble and inconvenience. 


a The “Publisher’s Desk” was 
started in 1890 by John Dillon, bu 
going to bat for its readers ha 
been the paper’s announced and 
practiced policy since 1850—re 
gardless of changes in manage 
ment. Mr. Moore, its founder, dedi 
cated the publication to the “prog 
ress and improvement” of th 
farmer, and his successors carrie 
on. 

The Rural was sold to three me! 
in 1876 and, a year later, Elber 


MRS. 


ALICE PARTRIDGE 


@ Mrs. Partridge was first prize winner in the 


BUFFALO 
COURIER-EXPRESS @ 
Food Editor Wins §&,. 
Life Line Trophy for 
of G. M. A. he 


newspaper class in the 1949 competition of ful 
the Grocery Manufacturers of America, Inc. ree 
Her food column appears in this newspaper o 
i seven days a week. Her interesting treatment 
. of food news and helpful suggestions to T 
| ‘ lly 
( housewives have brought her a host of loyal Eco 


. readers throughout We 


stern New York. 
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by a Colorado doctor, sued for li- 
bel and the case came up in New 
York. At the trial, the doctor pro- 
duced no less than 12 “satisfied” 
customers who, presumably, 
popped their eyes in and out for 
the edification of the jury. — 

Dazzled by this clinical display, 
or influenced by the unwavering 
stare of the 12 witnesses, the jury 
found the Rural guilty. In any 
case, the court imposed $5,000 
damages and this was settled out 
of court for $2,500. This was the 
only case ever lost by the paper. 

“Publisher’s Desk,” of course, 
can’t always regain money for its 
readers and, in such a case, it tells 
them so frankly. 


ws Rural New-Yorker assists its 
readers in many other ways. With 
such a straightforward approach 
to advertising, it naturally follows 
that it takes the same uncompro- 
mising stand editorially. All its 
editors have championed farmers’ 
causes, and with tangible results. 

Mr. Dillon, for one, was an ac- 
tive pioneer in the field of farm 


cooperation, and he organized and 
led the famous 1916 milk fight 
which the dairy farmers won. Over 
the years each editor has carried 
on the crusade to get the farmer 
a better price on milk. 


s From the standpoint of layout 
and type, the paper doesn’t give 
its readers too much assistance, but 
any attempt to modernize or alter 
the makeup has been received in 
chilly fashion by the faithful. 
“Brevities,” as it sounds, is a 
short feature on the editorial page 
which always quotes a line of 
scripture, then runs several bits 
on farm matters. It has a very 
strong readership. The women’s 
department, which features infor- 
mation on patterns and needle- 
work, also has a great pull, with 
37,461 letters being received for 
the first 11 months of 1949. And 
the boys’ and girls’ page, which 
hardly sparkles by some standards, 
has pulled some 3,200 this year. 
William F. Berghold, editor since 
1938, reports that only about 20% 
of the editorial material is or- 


dered. The rest just comes in, 
much of it from first-time writ- 
ers for the Rural. And Mr. Berg- 
hold says that only once in his 
experience has there been an in- 
quiry on the rate of payment. 


@ The Rural’s present quarters 
haven’t changed much since the 
paper took over in 1913. A floor 
was laid across what had been the 
central portion of the church, and 
this provided enough working 
space so that the entire operation 
is conducted on the premises, ex- 
cept for photoengraving and elec- 
trotyping. 

Mr. Berghold’s office, once a 
choir loft, is also about as it was 
in 1913, including the furniture. 
The small room has a crowded 
look, with its venerable desk, books 
piled around helter-skelter, a few 
forlorn potted plants, and. some 
aging file cabinets. The wall deco- 
rations include a battered combina- 
tion calendar and thermometer, for 
which the dates are shifted man- 
ually, a stern bronze plaque of 
Teddy Roosevelt, and some ap- 


propriate pictures of former greats 
of the organization. Even the pen- 
cil-sharpener has a properly rusty 
look and there is nothing as dis- 
tressingly up-to-date as, say, a 
photo of Calvin Coolidge. 


w There is no affectation to all 
this. It is just, as Mr. Berghold 
says, that there never seemed any 
necessity for plush offices. After 
all, the important thing is that 
the Rural New-Yorker continues 
to carry out the task set for it in 
the July 12, 1864, issue with these 
words: “It is our first and only 
desire to make the Rural New- 
Yorker a true, tried, honest help 
to the farmer. We love the truth, 
and can afford to tell it.” 


(Simpson-REI LLY, LTD.) 
Publishers Representatives 


SINCE 1928 
LOS ANGELES HALLIBURTON BLDG. 


SAN FRANCISCO RUSS BUILDING 
SEATTLE NEW WORLD LIFE BLDG.) 


"HARD-SELLING ADS 


are the hardest to tailor!" 


ple tof “. Carman became sole owner. 
ag t isi Carman, then 30, did not particu- 
g it, is | rly want the property, which his 
—as itm fither had bought for him. But 
ers: ry coce he took on the job, he caught 
tne crusading spirit of the enter- 
Y., by ; rise. 
in 1:50 His credo was declared in the 
ker. it® Oct. 12, 1878, issue: “We hold our- 
tra is-§ <elves just as much responsible for 
y York§ « truthful presentation of what ap- 
pears in our advertising columns 
Rural as we do for the general accuracy 
., 1878, of the matter published in the rest 
lation of the paper. If we admitted ad- 
1 1900,@ vertisements which we knew to 
ay ‘the be deceptive, we should consider 
has anf ourselves guilty of being instru- 
spread mental in defrauding our own 
of thefj friends.” 
2w Jer- Many publications reek with 
ylvaniaff lofty purpose at the start, but the 
Rural has always stood by it. Car- 
/ semi-§ man retired in June, 1899, and 
vue has then Herbert H. Collingwood be- 
Oo more came editor, serving until his 
death in 1927. 
though} s Meanwhile, John J. Dillon, the 
; of thei present publisher, came into the 
. threeff organization as a space salesman. 
which@ From 1890 through to now, as ad 
mast-@ manager, business manager, editor 
‘Square from 1927 to 1938, and latterly 
ates, is publisher, Mr. Dillon waged a 
ny loss hard-hitting campaign for truth 
ned by@in advertising. And undoubtedly 
windler,@his efforts have improved pub- 
yr mis-@lishing ethics, generally, both in 
our col-M advertising and editorial proced- 
ler willl ure. 

When Mr. Dillon came with the 
ony ad-§ Rural New-Yorker in 1890, he was 
o make™iparticularly concerned with the 
will beiway farmers were repeatedly 
the Ru-B duped by bogus ads in farm pa- 
plisher'sf{ pers, and he decided to devise a 

means of aiding those farmers who 
e “Pub-#ifrequently wrote in for advice on 
mly ex-Hhow to prosecute swindlers. The 
_ adver-Hresult, of course, was that he 
30 giveSMestablished “Publishers Desk” in 
idly ad-#1890 so that complaints could be 
all kindS#published and others be fore- 
ice. warned. Then, in 1901, he went 

further by posting the “Square 
k” wasmDeal” on the masthead. 
llon, but 
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« The farmer probably never had 
a better friend than “Publisher’s 
Desk,” and M. G. Keyes, present 
editor of the department, gave 
some modest indication of this in 
his Jan. 15, 1949, column. From 
1910 through 1948 the department 
collected 49,374 claims amounting 
to a total of $1,326,419. 

In 1910, 400 claims gathered in 
total of about $10,000. In 1948 
the listing shows 949 claims for 
$29,409. During this span, 1919 was 
the best, or worse, year for nailing 
rogues, with 2,596 claims returning 
$44,684. The most money regained 
In any one year, however, was in 
1923 when 2,246 claims brought 
back $79,138. 

During 1948, when the depart- 
ment returned more than $29,000, 
't collected claims ranging from 
to $2,000 and wrote some 15,- 
00-odd letters to accomplish this 
for its readers. In summing up its 
Wor< for 1948, and reflecting on 
‘he years past, “Publisher’s Desk” 
mocestly said, “We stand on our 
rec rd and feel a justifiable pride 
‘Nt e help we have rendered these 
yeais past. We are deeply regret- 
‘ul vhen we fail. Our service is 
rec to all and we promise to do 
ur evel best to be of service to 
ur eaders.” 


l0¢ 


T e Rural’s level best is usu- 
good enough to catch some 
drel and once, and only once, 
s too good. 
lr 1910 a farmer wrote in that 
© ought a glass eye through a 
al order ad and the darn thing 
id: | fit. The ad, of course, had 
‘ot appeared in the Rural but 
Pu lisher’s Desk” promptly 
as ed the company offering the 
and commented that buying 
eyes by mail was asking for 
le, anyway. 
' this, the company, headed 
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SECREST 


JAMES M. 
Typographic Art Director 
RUTHRAUFF & RYAN, INC. 


“WE’RE NOT creating art exhibits. We’re out to sell 
goods, and the principles of salesmanship in print are even 
harder to meet. As in the example shown here, every 
element has to fight for attention, all must be balanced 
in their relative importance, and differentiation can’t be 
allowed to lead to incongruity. That takes some doing, 
and, if it weren’t for the wealth of ATF’s excellent, 
hard-hitting types, I don’t know how we’d manage it. I’m 
constantly specifying readable, adaptable ATF type faces.” 


American Type Founders 
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Detective Agency 


Write us on your letter- 
head and we will put your 
name on our mailing list 
to receive Type Specimen 
folders and other material 
on type and ideas for its 
effective, attractive use. 


200 Elmora Avenue, 
Elizabeth B, New Jersey 
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Agency Man Wants Help 
on TV; Any Suggestions? 

To the Editor: Television has 
come to town in San Antonio as 
well as in Houston and Dallas. 
And soon some of the clients I 
serve will be using television. 

I think it would be wise for me 
to learn more of it. Perhaps you 
know of a television school I might 
attend to learn the commercial as- 
pect of television. I have heard of 
several engineering schools but 
none that will provide training 
useful in my present job as ac- 
count executive. 

Have actual experience in the 
radio, newspaper and printing 
fields. I have a degree from the 
University of California, graduate 
work at Stanford and attended the 
RCA Radio Institute. 

Would appreciate any informa- 
ticn or suggestion that you may 
be kind enough to send. 

AGENCY MAN, 
San Antonio, Tex. 

Has any reader a suggestion to 

offer? 
ee @ 


‘Toronto Star’ Led Evening 
Papers in Ad Volume 

To the Editor: Upon taking a 
look at your Nov. 14 issue, Page 
31, we read with interest an article 
headed, “9-Month Ad Volume Told 
for Top Newspapers,” and we know 
that you quoted Media Records’ 


This department is a reader’s forum. Letters are welcome. 


“First Fifty Report.” 

We are attaching Media Rec- 
ords’ “First Fifty Report” for the 
first nine months and we note 
that your publication has made 
no mention of any Canadian pub- 
lication and more particularly, the 
Toronto Daily Star, which accord- 
ing to Media Records under gen- 
eral advertising, is number one in 
the evening field on the continent, 
and I am just wondering if your 
editor is aware of the fact we, too, 
have some large newspapers in 
Canada. 

If you will examine the figures 
for the nine-month period, I think 
you will find that the Chicago 
Tribune is number one for both 
morning and evening and the To- 
ronto Daily Star is number two 
for both morning and evening, and 
again we would like to report the 
Toronto Daily Star for the above 
mentioned period is in number 
one position, for evening papers. 

We thought you would like to 
know this and examine Media 
Records’ own figures. 

W. T. Amos, 

National Advertising Manager, 

Toronto Daily Star. 


Canadian newspapers were not 
included in the “First Fifty” story 
to which Mr. Amos refers, but 
their remarkable performance in 
advertising volume certainly de- 
served to be chronicled. 

The Toronto Star, with 3,003,423 


UY two good newspapers 


.. they are read by virtually every 


family in and around Louisville. 


Yi, advertising space at 


reasonable rates. 


It produces sales. 


r-Zournal 


lines of general advertising, did 
indeed lead all evening papers on 
the North American continent in 
this classification for the first nine 
months, and La Presse, Montreal, 
was second with 2,971,991 lines. 
The Montreal Star was fourth, af- 
ter the Chicago Daily News, and 
the Toronto Telegram was in tenth 
place. 

In total advertising, the Toronto 
Star was in fifth place among eve- 
ning papers, with La Presse and 
the Montreal Star in 14th and 15th 
places. There are no seven-day 
newspapers in Canada. 


Ads Draw the Readers, 
Add Glamor, He Says 


To the Editor: The Creative 
Man might be right about the 
Prell ad which he discussed on 
Nov. 21, but he must not have a 
wife or a fémale child if he thinks 
that women buy publications just 
for the editorial content. The right 
kind of advertising can be as pow- 
erful an editorial influence as some 
of the best articles and stories. 

How many copies of Vogue 
would be sold without those glam- 
orous ads? And how much appeal 
would Seventeen and Mademoiselle 
have left with the ads omitted? I 
don’t know how many copies of the 
New York Sunday Times get sold 
because of the advertisements, but 
the number must run in the thou- 
sands. 

Lucky the publisher whose book 
attracts ads as appealing as the 
work of his editors. I should think 
that one of the reasons why Col- 
lier’s stays behind the Post cir- 
culationwise is the smaller num- 
ber of ads in the former. That, you 
will say, is one of those vicious 
circles: Without the ads you don’t 
get the top circulation, without the 
top circulation you don’t get the 
ads. It’s not quite that hopeless or 
we would never have any changes 
in the relative positions of maga- 
zines and newspapers, but I do 
believe it takes a terrific editorial 
program to make up for the ap- 
peal of the ads that aren’t there. 

CHARLES ALLDREDGE, 
Washington, D. C. 


Describes an Example 
of a ‘Groping Gimmick’ 

To the Editor: Enclosed is the 
type of thing you find on a badly 
bent camel’s back. 

It did not deceive, as the flap 
was not sealed. 

It did not disgust, as it was too 
crudely effected. 

It did arouse. 

Perhaps, by reproducing this en- 
velope in your pages, you can 
shame this “firm’—and others 
abhorringly similar—out of these 
weird practices. 

Such groping gimmicks succeed 
in fooling no one and, ironically, 
neither do they succeed in moving 
goods and services. They succeed 
only in placing a kleig light on 
advertising’s shabbier side. 

They should succeed so long. 

RosBert H, Root, 

Sales and Sales Promotion, 

Sweden Freezer Mfg. Co., Se- 

attle, Wash. 


The envelope containing the 
mailing Mr. Root refers to is a 
kraft window job, with Finance 
Dept., TREASURER’S OFFICE, 
1301 Oak St., Kansas City 6, Mo., 
printed in the return-address cor- 
ner, appearing, at first glance, to be 
an official U. S. Treasury commun- 
ication. The letter inside, from 
Allied Finance Co., Seattle, in- 
cludes a “Cash Reserve Certifi- 
cate” for any amount up to $500, 
issued in the recipient’s name, and 
entitling him to “immediate finan- 


cial consideration subject merely 
to our usual credit standards.” As 
Mr. Root points out, “It didn’t de- 
ceive,” since the envelope was a 
PL&R, with an end flap unsealed. 


Clears a Point on Birth 
of Stik-o-Pep Baby 


To the Editor: This is like ask- 
ing the gift horse why he didn’t 
use ammoniated toothpaste. 

I greatly enjoyed your very in- 
teresting writeup of how I thought 
up the “Just Born” ad for Stik-o- 
Pep Life Savers (Nov. 21 issue). 
But like the well-known candy 
mint, your story had a hole in it. 

Young Ed Noble’s son wasn’t 
born until August of this year, and 
the Stik-o-Pep ad came out in Oc- 
tober. So I couldn’t very well have 
gotten the idea for the ad when 
Ed’s son was born (engravers 
aren’t that fast). 

All I knew when Bob Work 
okayed the idea was that Ed and 
his wife were expecting a little 
confection—some time in 1949. 

In other words, the layout (by 
Harlow Rockwell) preceded the 
layette (by Noble). 

Sorry I didn’t make this clear 
to your reporter—but it’s still a 
good story. 

Dick NEFF, 

Young & Rubicam, New York. 

P. S. Incidentally, Life Savers’ 
advertising is a group effort, with 
four or five writers turning in 
ideas. 

D.N. 


Chocolates Do Promotion 
Job for Transformers 


To the Editor: We are very 
pleased to send you the attached 
box of Pennsylvania’s Original 
Pole Star chocolate wafers. We 
feel safe in saying that this is one 
of the first times that candy has 
been used in the sales promotion 
of an industrial product. Our com- 
pany, America’s largest exclusive 
manufacturer of transformers, is 
using this novel and tasty method 
to promote one of its Distribution 
Transformers. 

The candy consists of milk choc- 
olate pieces molded in the shape 
of the trademark of the particular 
transformer we are promoting— 
the Pole Star distribution trans- 
former. The chocolates are boxed 
under an attractive cover of our 
own design. A small folder, en- 
closed with the candy, explains 
“what has candy to do with trans- 
formers” and ties in the candy with 
Thanksgiving. 

This direct mail promotional 
candy is being mailed out to a 
large list of customers and pros- 
pects in time to arrive for Thanks- 
giving. The candy is made for us 
in Pittsburgh by the Weaver- 
Costello Co. Inc. 

IRVING R. ISAACs, 

Advertising Manager, Penn- 

sylvania Transformer Co., 

Canonsburg, Pa. 

P.S. Boxes are mailed out under 
the candy maker’s label. When the 


recipient receives the box, he has| 


no idea who sent it until he opens 
the box. Reason: Interest, Excite- 
ment, Sales Impact. 


Schwab Wins Fame 


To the Editor: Hell! 

I proved my point, didn’t I? 
ALFRED C. SCHWAB JR., 

Brownson Advertising Inc., 

Minneapolis. 


P. S. Even The New Yorker’ 


caught it. Look, hey, I’m famous. 
A. C. S. 


Mr..Schwab refers to his con-| 


fusion of the Dons—Quixote and 
Marquis—in quoting archy the 
cockroach (AA, Oct. 17). 


Praises ‘Outstanding’ Job 


To the Editor: Just a short note 
to say your current issue on out- 
door advertising does an outstand- 
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ing job! 

At McCann-Erickson, a goo} 
deal of my work was involved i, 
all types of experimental pretes: - 
ing and posttesting for Esso. |t 
is interesting to see how outdo r 
advertising has moved ahead 4 
great strides. 

Again, I certainly did enjcy 
your outdoor advertising section- -~ 
and congratulations! 

FRED GARDNER, 

Fred Gardner Co. Inc., New 

York. 


GEORGE SHAW 


East Liverpool — 
a dizzy cycle! 


e It’s not the work that 
makes us dizzy here — it’s 
our annual sale of hundreds 
of thousands of dozens of 
dinner sets and other ce- 
ramic products. 


© Dishes are not like fur- 
naces, shovels or venetian 
blinds. Regardless of their 
age, waiters, housewives, fa- 
thers and children occasion- 
ally become absent-minded 
and— wham—a cup or sau- 
cer, or an entire tray of 
dishes, is on the floor—“gone 
with the wind.” So our sev- 
eral potteries like Homer 
Laughlin, Edw. M. Knowles, 
Taylor, Smith & Taylor, Hall 
China, Harker, Sterling 
China, and Wellsville China 
can look forward to repeat 
sales, regardless of the times 
or seasons. 

@ When you add East Liver- 
pool to your regular list, we 
have ready for you 515 re- 
tail outlets. There are more 
than 29,000 people in town, 
plus the outside trading area 
with 60,000. 

e@ To reach just about every- 
body in this rich market, 
over 16,000 copies of the East 
Liverpool Review are now 
at your disposal 6 days 4 
week at 7c a line! 

@ My time is your time when 
you want something done in 
East Liverpool. 


OUR 7 PAPERS 


@ CANTON (OHIO) REPOSITORY 
@ STEUBENVILLE (OHIO) HERALD- ‘AR 
© SALISBURY (MD.) TIMES 


These 3 represented by 
Story, Brooks & Finley, In . 


@ MARION (OHIO) STAR 


@ EAST LIVERPOOL (OHIO) REVIE / 


© PORTSMOUTH (OHIO) TIMES 
®@ SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 


BRUSH MOO: 
NEWSPAPERS | 
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Untrained Observer 


No use 

taking yourself 
too seriously 

in this business. 
Chances are, 
nobody else does. 


What good 

is it to be 

a self-starter 

when there’s no gas 
in the tank? 


The road 

to Hell 

is paved with 
missed insertions. 


Some 

advertising men 

are prouder of keeping 
a client 

than a wife. 


The most 

painful of all 

small talk 

is that which takes place 
just before 

the axe falls. 


Sometimes 

an Account Executive 
feels he has 

too much 

to account for. 


In the 

advertising business 

you meet such interesting 

people 

.. but sometimes, 

after cocktail parties, 

you can’t remember 

their names. 

KENNETH PARSONS, 

Hazard Advertising Co., New 

York. 

Send your own well-versed com- 
ment on the ad field. AA does not 
pay for poems. 


Pacific Nor’westers 
Formed by Corwin 
for Manufacturers 


SEATTLE—Pacific Nor’westers 
Inc., 3010 First Ave., Seattle 1, 
a sales organization designed to 
build national markets for con- 
sumer products made in the Pacific 
Northwest, has been organized un- 
der the leadership of R. Whitney 
Corwin, with headquarters here. 

The organization will provide a 
Single brand name for all mer- 
chandise handled, but labels also 
will identify the individual manu- 
facturer. Products will include 
soft goods and fashion merchan- 
dise; hard lines, such as furniture 
and light-metal products; and food 
and drug items. 

“The development recognizes 
the rapid growth in manufacture 
of distinctive consumer items in 
the Pacific Northwest,” Mr. Cor- 
win said. Manufacturers of these 
products begin by supplying re- 
tai'ers in the immediate area. 
Wien they seek to widen their 


m:rkets, they often need help, he 
Said, 


® *acific Nor’westers will pro- 
Vice sales representatives, market 
re earch, package design, and 
na onal advertising, the latter 
th ugh West-Marquis, Seattle. 

‘rr. Corwin for 20 years was in 
de artment store work. He was 
fe: oral sales manager of Block 
&  uhl department stores in IIli- 
no and was vice-president and 
ge eral merchandise manager for 
th Nat Gavender Buying Group. 

_. E. Palmer, vice-president and 
tre \surer, was formerly a manu- 
fac urers’ representative in Seattle 
fo: drug and hard lines and later 
Was in Minneapolis for Pittsburgh 
Pl. ‘e Glass and as a distributor for 
‘lair products in Wisconsin. 

t the outset, Pacific Nor’west- 
‘s offering an early spring line 
of iresses by Christine M. Will- 


carry the label, “Christine creates 
exclusively for Pacific Nor’west- 
ers,” and will be pushed nationally 
by direct mail to department and 
specialty stores. 


Sylvania Steps Up Drive 


Sylvania Electric Products, New 
York, will continue its campaign 
to promote dependable radio-tele- 
vision service with an increased 
magazine schedule. A new series 
of ads will start in January in Col- 
-lier’s, Life, Look, Radio & Televi- 
sion Best and The Saturday Eve- 
ning Post. Newell-Emmett Co. 
prepared the drive. 


Stanley Names Gillespie 


Stewart G. Gillespie, formerly 
with Ardiel Advertising Agency 
and McKim Advertising, has been 
appointed sales manager of the 
new capsule division of Stanley 
Mfg. Co., Toronto. The new divi- 
sion will manufacture foil capsules 
for the first time in Canada. 


Riblet Changes Name, Moves 
and Adds Two New Accounts 


Carl E. Riblet Jr., Chicago, pub- 
lic relations concern, has changed 
its name to Carl Riblet Jr. Co. and 
has moved to larger offices at 53 
W. Jackson Blvd. The company 
will now handle advertising as 
well as public relations accounts. 

Two new accounts added are 
Thomas’ Ltd., Chicago, and Na- 
tional Petroleum Co., Tulsa, and 
its subsidiary, Exploration Drill- 
ing Co. Benjamin R. Vineyard, 
formerly with W. J. Kennedy & 
Co., has been named account exec- 
utive of Riblet. 


Standard Oil Shifts Coates 

R. L. Coates has been named 
assistant manager of the Milwau- 
kee sales field of Standard Oil Co. 
(Indiana), succeeding J. C. Scha- 
dow, who has been-transferred to 
other duties. Mr. Coates joined the 
company in 1935 and most recent- 
ly was assistant manager pro-tem 
in Des Moines. 


Gets Laundry Account 


Ellis Advertising Co., Buffalo 
office, has been retained to han- 
dle the advertising of Buffalo Gen- 
eral Laundries, which includes the 
American Palace, Central Star and 
Quality laundries in Buffalo, and 
Batavia Laundry in Batavia, N. Y. 
Radio, newspapers and television 
will be used. 


Miller Sponsors TV Show 


Miller Brewing Co., Milwaukee, 
is sponsoring a half-hour show 
Sunday nights on WTMJ-TV, Mil- 
waukee, at 5:30 p.m. The show is 
called “High Life Time.” 
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Diamond Match Ups Reynolds 

Frederic C. Reynolds, coordi- 
nator of sales and production, has 
been named assistant to Victor R. 
Kendall, vice-president and di- 
rector of sales of Diamond Match 
Co., New York. 


America's fi rst —_—- 


712 FEDERAL iii. ‘CHICAGO 5 
Phone WAbash 2-8816 ; 


Ad Showeard 


AND DISPLAY STUDIO 


17 MORTH WABASH AVE 
cmcaeo 


DISPLAY CARDS _— 
+ POSTERS - SIGNS | 
* SALES PRESENTATIONS 


DEarborn 313 ‘i + SCREEN PROCESS PRINTING 


+». everyone knows the 


YES e And the answer, year 


after year, has been the same-WGN* 


This means that advertisers have a better 
opportunity of having their messages heard 
on WGN than thru any other Chicago sta- 
tion. This impact is made possible thru the 


* Nielsen Annual Coverage Report, Feb.-Mar., 1946, 1947, 1948, 1949. 


Wake your next buy, your best buy—NGN 


answer to that question. 


A Clear Channel Station... 
Serving the Middle Vest 


MBS 


235 Montgomery St., 
710 Lewis Bidg., 333 SW Oak St., 


Eastern Sales Office: 220 East 42nd Street, 


power, prestige, and programs that are 


synonomous with WGN. 


Sure, surveys point out that WGN is the 
outstanding station in Chicago, but we’ve 
got even more—sales success stories .and 
listener response that prove WGN’s effec- 
tiveness on that great intangible . . . the 


listening audience. 


Chicago 11 
Illinois 
50,000 Watts 
720 
OnYour Dial 


New York 17, N. Y. 
West Coast Representatives: Keenan and Eickelberg 


San Francisco 4 + 2978 Wilshire Blvd., 
Portland 4 


Los Angeles 5 


ian.s, Seattle. The dresses will 
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Hewitt-Robins Names Three 

Austin Goodyear has been 
named assistant to B. T. Moffatt, 
vice-president in charge of sales of 
Hewitt-Robins, New York. C. A. 
Thompson has been appointed 
Charleston district sales manager. 
C. W. Brooks, who formerly rep- 
resented the company in north- 
eastern Pennsylvania, has been 
transferred to the Virginia-North 
Carolina sales territory. 


‘Sponsor’ Realigns Staff 


Norman R. Glenn, publisher of 
Sponsor, New York, has taken over 
the editorial supervision of the 
publication. Lawrence ‘‘Mike’’ 
Hughes has resigned as editor. El- 
len Davis, formerly promotion di- 
rector of Variety, has been named 
managing editor of Sponsor. 


ALA 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 
., 


Inc. 


- 


Along the Media Path 


e The current trade publication 
copy for “San Francisco’s leading 
daily newspaper” nowhere men- 
tions the name of the advertiser, 
not even in the signature. But 
many readers will know it’s the 
Call-Bulletin. Throughout the year, 
the Hearst paper has headed all 
similar ads, as it does this one, 
“San Francisco has four good daily 
newspapers, but...” 


@ Time’s promotion director, Nick 
Samstag, and his staff discovered 
a pleasant duty in tasting some of 
the 230 favorite recipes of women 
which went into “The Time Read- 
er’s Book of Recipes,” recently 
published by E. P. Dutton & Co. 
The recipes were selected by Flor- 
ence Arfmann, director of Young 
& Rubicam’s experimental kitchen, 
from among more than 2,000 sub- 


mitted by women readers of the 
magazine. Every time a _ recipe 
turned out exceptionally well, 
Samstag’s staffers were invited 
over to the kitchen to try the fin- 
ished product. 


e The contributions of more than 
100 nationally known cartoonists 
and comic strip artists were dis- 
played during a three-day show in 
New York, Nov. 27-29, at Colum- 
bia University. A special section 
of the exhibit was devoted to ex- 
amples of comic strips supporting 
the Treasury’s savings bond pro- 
gram. The Metropolitan Group co- 
operated with a Stork Club lunch- 
eon Nov. 28 for two score artists 
and government officials. 


e All departments of the Daily 
News, Greenville, Mich., are lo- 


cated conveniently on one floor in 
the modernized new plant it re- 
cently occupied. The small-city 
evening paper also has put a new 
model Goss duplex press into op- 
eration, more than doubling its 
press speed. 


e@ The Times Union, Albany, N. Y., 
expects to move into its new home 
next May 1. Plans call for use of 
the completely redesigned Argus 
Press building and a four-story 
annex. A two-story press room 
will give the Hearst daily 70% 
more production capacity. 


e A score of men’s apparel manu- 
facturers and retailers will serve 
on the advisory committee of a 
Fashion Council established by 
Esquire to select fashions for 1950 
and to advise the magazine on its 
merchandising program for the 
year. Council chairman is O. E. 
Schoeffler, Esquire’s fashion edi- 
tor. 

e With a 12-page gift guide for 
Carson, Pirie, Scott & Co., the 


liquor... 


“[ give my customers the 


... it’s the most welcome of gifts! 


holiday giving... 


A Schenley Mark 


whisky I choose myself 


SCHENLEY 


99 


Add prestige to your holiday giving and enter- 
taining. Choose Schenley for your business associates. 
employees and friends. Everyone welcomes a gift of fine 
and there’s no finer name in whisky than 
Schenley. What’s more, you're always right with Schenley. 
You can’t make a mistake! So... for your own personal 


enjoyment, for smart entertaining, and for the finest in 


package store. It’s that easy! 


order Schenley today! Just call your 


of Merit Whisky 


FEN DOSCHER, Pres. Sales Executive Club, V.P. Charge of Sales, Lily Tulip Co., says: 


ENJOY RICHER, FINER TASTE FROM SCHENLEY THE HOUSE OF AGED WHISKIES 


RARE BLENDED WHISKY 86 PROOF. THE STRAIGHT WHISKIES IN THIS PRODUCT ARE 5 YEARS OR MORE OLD, 359% STRAIGHT WHISKY. 65°% GRAIN NEUTRAL SPIRITS. SCHENLEY DIST., INC., N.Y. C. 
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Chicago Daily News believes 
set a record for the largest roto- 
gravure section ever published b 
a metropolitan newspaper for 
single advertiser on a weekda) 
The section, published Nov. 2', 
employed 115 photographs of me: - 
chandise. Reprints are being me: - 
chandised throughout the store ar | 
mailed to customers. 


e American Home Magazine hs 
erected this imposing new buil: - 
ing on Queens Blvd., Kew Ga - 
dens, Long Island. The public. - 
tion’s circulation department his 


a et ee ee 


taken over the entire second floor 
of the structure. Editorial and ad- 
vertising offices of the magazine 
will remain at their present head- 
quarters in New York, at 444 Mad- 
ison Ave. 


e WOAI-TV, San Antonio, made 
its formal bow to the public with a 
three-day television show and ex- 
position Nov. 7-9, marking the 
opening of its test period. The big 
video preview was sponsored by 
the station and the Appliance As- 
sociation of San Antonio, in co- 
operation with set distributors and 
dealers. WOAI-TV starts its regu- 
a programming during Decem- 
r. 


@ True reports that its December 
issue packs the biggest dollar vol- 
ume of advertising in its history, 
with a 12.3% gain over a year ago. 


e The Milwaukee Sentinel cele- 
brated completion of its $1,500,000 
building modernization and the in- 
stallation of new Scott presses Nov. 
27-28. Festivities included an open 
house for employes and their fam- 
ilies and a “Preview for Pub- 
lishers” of weekly and daily news- 
papers throughout the Midwest. 
The new presses are capable of 
printing 90,000 40-page papers an 
hour, including eight pages in full 
color. 


e Data on farm and home im- 
provements during the past three 
years, as well as planned pur- 
chases during the coming year, are 
included in an advance resume of 
a survey conducted among sub- 
scribers of Successful Farming. 
The study shows that 1,096,000 
families, or 88%, redecorated all 
or part of their homes within the 
past three years, and 58%, or 722,- 
000 families, plan to do so during 
the coming year. 


e With Niles Trammell, NBC's 
chairman of the board, as guest 
of honor, WIS and WIS-FM, Co- 
lumbia, S. C., dedicated a new stu- 
dio and office building Nov. 20. 
Other nationally known radio 
executives and local leaders t 0k 
part in the program. 


Issues Calendar 


The National Association of 
tail Clothiers and Furnishers 
Dec. 5 (today) issues its sec’ 
annual merchandising calen a!, 
devoted exclusively to men’s 
boys’ apparel. This calendar | © 
vides an enlarged work shee ‘° 
that daily notations and s 
maries to cover the month’s 
eration can be recorded in de ail. 
The calendar is available at ‘ 
copy for non-members. Alfre J: 
Silberstein, Bert Goldsmith (°°. 
New York, prepared the cale: ia! 
for the association. 


Vision-Craft to Hauptman 


H. W. Hauptman Co., New Y 
has been named to handle the 
vertising of Vision-Craft Co., N 
ark, manufacturer of direct-to-' 
sumer television accessories. T 
vison, consumer magazines anc 
rect mail will be used. 
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Textile Bag Makers 
to Break Three-Way 
Ad Push in January 


EVANSTON, ILL.—The Textile Bag 
‘anufacturers Association in Jan- 
vary will open a three-part cam- 
iign designed to increase the de- 
.and for and use of textile bags. 
One phase of the promotion is 
aimed at building consumer de- 
mand for textile feed bags with 
colored prints. Through one-col- 
umn ads in nine national farm and 
poultry publications, rural home- 
makers will be told of the many 
uses to which the print bags can 
be put, such as drapes, dresses and 
other items of apparel. 

Second part of the program is 
designed to stimulate demand for 
textile bags to the bakery and 
flour milling trade. Two-color 
pages in five milling and bakery 
trade publications will run on a 
continuous schedule’ throughout 
1950. 


s Third major objective of the 
association promotion will be to 
increase the acceptance of textile 
bags for packaging sugar. Two- 
color pages in two leading sugar 
journals will feature the advan- 
tages of using textile packaging 
materials. This portion, of course, 
is aimed at the sugar marketers, 
with special emphasis on the sugar 
sold to industrial and institutional 
consumers. 

Buchen Co., Chicago, which 
originally handled the Textile 
Bag Manufacturers Association ac- 
count, has been reappointed as the 
association’s agency and will di- 
rect the campaign. 


Norwegian Group 
Sets up Register 
to Protect Slogans 


OsLo, Norway—The Norwegian 
Association of Advertising & Sell- 
ing has inaugurated a new Slogan 
Register which is expected to pro- 
tect slogans in the same manner 
that trademarks now are pro- 
tected. 

Several Norwegian jurists have 
unofficially indicated that courts 
of law would recognize slogans en- 
tered in the register as an adver- 
liser’s property. 

The association has defined a 
slogan as “a short and concise 
sentence or set of words (usually 
not more than seven), which in 
content or form announces a pro- 
duct, firm, organization, institu- 
tion, cause or idea.” 


Gulf Names Sales Managers 
in Revised Department 


Gulf Oil Corp., Pittsburgh, has 
made the following promotions in 
anew general sales staff headed 
by Vice-President R. M. Bartlett: 
John F. Walton Jr., from assistant 
ger eral manager of fuel oil sales to 
Sereral sales manager of special 
accounts and government sales; 
John P. Knight, from the aviation 
de; artment to assistant general 
Sal's manager under Mr. Walton; 
L. . Craig, from assistant general 
ma ager of fuel oil sales to general 
sal’; manager of special products; 
R. '. Arnold, from assistant divi- 
manager in Louisiana to gen- 
sales manager, extra division- 
arket development. The new 
ral sales department will also 
> esponsible for crude oil sales, 
Wit) a manager to be named later. 
C her appointments include: M. 


J '. Clair, administrative assist- 

ant o Mr. Bartlett, and the follow- 

Ie regional managers: R. B. 
! 


*S, Boston; John Pennywitt, 
‘Ne York; J. A. Guyton, Jack- 
Sor -ille, and H. P. Roby, Chicago. 
loi \s Palm & Patterson 

‘bert T. Wood, formerly on 


™ itt staff of the Chicago Trib- 
has been named assistant to 
ty Koester, art director of Palm 


Westmoreland Opens 
Ad, PR Agency in Duluth 


H. E. Westmoreland, formerly | 
director of operations of the Ar-| 
rowhead Network, with offices in! 
Duluth, has es- 
tablished a new | 
advertising and 
public relations 
agency in Du- 
luth. Known as 
H. E. Westmore- 
land Inc., the 
new agency has 
offices in the Al- 
worth Bldg. 

Prior to being 
with the Arrow- 
head Network, 
Mr. Westmore- 
land was vice-president and gen- 
eral manager of Station WLOL, 
Minneapolis. 


H. Westmoreland 


Two Appoint McCarney 


R. W. McCarney Co., publishers’ 
representative, has been named 
national advertising representa- 
tive of Catholic Transcript, Hart- 
ford, Conn., and Evangelist, Al- 
bany, N. Y., both Catholic news- 


papers. 
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SALES FALLING OFF? 


SPECIALTY SALESMAN 
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307 N. Michigan Ave., Chicago |! 
420 Lexington Ave., New York 17 


itterson, Cleveland. 
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| REMEMBER... 


... and THE DENVER POST sc4 (hem 
with the ECONOMY of SINGLE MEDIUM COVERAGE 


AMONG THE 48 STATES 


Colorado—with $1,423,000,000 Retail Sales—ranks: 
Ist in General Merchandise Sales Per Family 
3rd in Total Retail Sales Per Family 
6th in Drug Sales Per Family 
8th in Furniture, Household, and Radio Sales Per 


Family 


14th in Food Sales Per Family 


SOURCES 
Survey of Buying Power 
May 10, 1949 
CIRCULATION: A.B.C. Publisher's Statement 
September 30, 1949 
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THE DENVER POST GIVES YOU 


Through Its Sunday Roto, Comic, and Magazine 
Sections: 


99% Coverage of Metropolitan Denver 
93% Coverage of Retail Trading Zone 
71% Coverage of Entire State of Colorado 
392,031 Total Circulation 


THE DENVER POST 


The Voice of the Rocky Mountain Empire 


PALMER HOYT, EDITOR AND PUBLISHER 
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Compton Promotes Field 
Joseph Field, assistant publicity 
director of Compton Advertising, 
New York, has been named pub- 
licity director. He succeeds Vir- 
ginia Travers, who left the agency 
to become managing editor of Alho 
and D-A Publishing Companies. 


Premier Vacuum to Lovick 

Premier Vacuum Co., Toronto, 
has appointed the Toronto office 
of James Lovick Co. to direct its 
advertising. 


Oceana Picks Kahn Agency 
Oceana Publications, New: York, 
has appointed George N. Kahn 
Co., New York, to handle adver- 
tising in newspapers and maga- 
zines. The account formerly was 
handled on a free lance basis. 


Robert Hall Joins F&S&R 

Robert E. Hall, who formerly 
did free lance art and design work 
for various agencies, has joined 
the art department of Fuller & 
Smith & Ross, Chicago. 


You save 
precious hours on 
every production job with 


Faithorn 3-in-l service. Finest Typog- 
raphy—master Platemaking and Printing—all 
centered in one convenient place for expert, 
co-ordinated all-inclusive production. Try 
Faithorn 3-in-1 production service—and know 
why so many busy advertising executives find 
it an always ready, always steady life line. 
Write—or telephone WHitehall 4-2300. 


is the ONLY concern in Chicago 


that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 


so aah 


SPECIALISTS IN 
_ -@QOLOR PROCESS PLATES 


io es 
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Canadian Company 
Magazines Decline; 
‘Healthy’ Ones Left 


TorontoO—The number of Ca- 
nadian company publications has 
dropped from 354 to 290 during the 
past two years, according to results 
of a survey by Marketing, but 
those still be:ng issued “are a re- 
markably healthy group.” 

“This is not a_ discouraging 
drop,” the Canadian weekly ob- 
serves; “it merely indicates that the 
final sifting of war-born pub- 
lications is completed.” 

Budgets for these house organs, 
said Marketing, were increased 
this year, over 1948, in about 60% 
of the cases. Next year, budgets 
will remain about the same, 90% 
of the companies reporied. Publi- 
cation expenses have gone up an 
average of 20% during the two- 
year period, and companies expect 
another 5% hike in over-all costs 
next year. 

While many of the company 
publications serve more than one 
group, it was found that approxi- 
mately 48% are directed to em- 
ployes; 13% to salesmen; 15% to 
dealers, and the remaining 24% to 
customers, stockholders, suppliers 
and the general public. 


Bastord Names Proctor 


C. D. Proctor has been named 
manager of the newly created sales 
services division of G. M. Basford 
Co., New Yorx. Mr. Proctor re- 
cently retired from American Type 
Founders, where he had been vice- 
president in charge of domestic 
sales and general promotion man- 
ager. 


Appoints Von Zeuthen 


Del Von Zeuthen, formerly with 
the Kaiser interests in Willow Run, 
has been named manager of Wired 
Music Inc., Portland, Ore. 


| Easy meals make easier sales 


~ General Outdoor Adv Co 2 


BREVITY. Brief messages build 
sales faster and easier. And what’s 
the best way to turn that short 
message into actual sales? Put it 
on General Outdoor panels! You’ll 
be interested in complete facts 


Armour kitchens 


and towns 


* Covers 1400 
leading cities 


covering GOA. Why not send for 
them today? 
Advertising Co., 515 South Loomis 
Street, Chicago 7, Illinois. 


General Outdoor 


Advertising Age, December 5, 1949 


In general, the oc- 
cupant of this space 
feels very strongly that 
copy should tell a defi- 
nite story about the 
product it is advertis- 
ing—with a detailed 
list of exclusive fea- 
tures and advantages. 

Like any rule, this 
one must have its ex- 
ception, too—and this 
Ten-B-Low ad is, in 
The Corner’s opinion, 
an outstanding excep- 
tion to such a rule. 

The illustration in 
full color is so expertly 
reproduced and so ap- 
petizing that one for- 
gets entirely the need 
for competitive advant- 
ages for purchase, and 
experiences instead a 
deep-seated primitive 
urge to go out and buy 
) himself a can of Ten- 
B-Low and somehow 
create a dish as ap- 
petizing as the one he 
has just seen. 

The urge to eat—or 
“appetite appeal’—is 
still a strong one and, 
when as well stimul- 
ated as it is by this 


doubtedly sufficient by : 
itself to create a sale. 


Ten-B-Low ad, is un- Ten BLo# 
my 


a 


Ten Blow 


eer ee 


‘New Orleans litem’ Names 
Leeming Ad Directcr 


Frank Leeming has been ap- 
pointed advertising director of the 
New Orleans Item. He replaces 
Loyal Phillips, 
who has resigned 
to accept an as 
yet undisclosed 
position with an- 
other newspaper. 
Mr. Leeming was 
formerly with 
Buying Service 
Co., market rep- 
resentative and 
retail consultant 
with offices in 
Chicago, Los An- 
geles and St. 
Louis. 

Previously Mr. Leeming was 
merchandising and sales manager 
of Rudolph Wurlitzer Co.’s entire 
chain of retail music stores. 


Frank Leeming 


Picks Richards Agency 


Pennsylvania Sugar Division, 
National Sugar Refining Co., New 
York, has named Fletcher D. Rich- 
ards Inc., New York, to handle ad- 
vertising in newspapers, radio and 
television. 


Crystal Names Ellington 


David Crystal Inc., New York, 
manufacturer of women’s cloth- 
ing, has appointed Ellington & Co., 
New York, to handle its advertis- 
ing. 


| Co., 


Dayton Rubber Names 
Priesing; Shifts 3 Others 

Carl W. Priesing, formerly gen- 
eral sales manager of the Ansco 
division of General Aniline & 
Film Corp., New York, has been 
named vice-president and general 
sales manager of Dayton Rubber 
Dayton. Herbert S. Waters 
has been appointed vice-president 


i\and director of products. He will 


be in charge of merchandising and 
the preparation of products, other 
than tires, for the market after 
they have passed the laboratory 
and development department stage. 
Irve Eisbrouch, vice-president 
in charge of tire sales, will also be 
responsible for associate lines 
which are marketed through the 
tire sales division. Leonard 
Strobeck, vice-president in charge 
of mechanical sales, will direct 
all field selling activities of the 
mechanical lines as they reach the 
merchandising stage. 


Starch Names Elliot 

G. Randolph Elliot has been ap- 
pointed field director of television 
research for Daniel Starch & Siaff, 
New York. He has been a member 
of the Starch field staff for ‘our 
years. 


Maczko Joins Wehner Agency 

John E. Maczko, previously «as'- 
ern representative for Indus ria! 
Maintenance, has joined We ner 
Advertising Service, Newark 4s 
an account executive. 


— 


aL 
PEA OWELL 


Aa Ideal GIFT, PREMIUM OR PRIZ 
HOME & HOBBY KIT 


with interchangeable tools 


Seven (7) different tools for making > 
repairs around the home, office, farm 

and automobile ...or for model build- | 
ing and hobby crafting. Tools are high | 
grade alloy steel ... handles are dur- | 
able, bright red plastic. All tools are | 
housed in hollow plastic handle. Kits | 
are individually packed. Handles can |; 
be imprinted at nominal cost. Write | 
for literature, state requirements. Quo- [ 
tations sent promptly. : 


STANDARD PRESSED STEEL CC 


JENKINTOWN, PA. Box 10 
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OUTDOOR LEADERS IN DETROIT—At the 54th annual convention of Outdoor Ad- 
vertising Association of America are (left to right) Karl L. Ghaster Jr., general 
manager of OAA; B. W. Robbins, president of General Outdoor Advertising Co., 
Chicago; Myles Standish, president of Standish-Barnes, Providence, and president ot 
OAA; Clarence D. Blessed, president, Walker & Co., Detroit, general chairman of the 
Detroit convention; Kerwin H. Fulton, president, Outdoor Advertising Inc., New 
York; and Henry R. Johnston, president, Hen Johnston Inc., Reading, Pa., and 


chairman 


of OAA. 


Qutdoor Men Praised 
for Safety Campaigns 


54th OAAA Convention 
Gains Public Officials’ 
Plaudits; New Study Told 


Detroitr—The contributions of 
the outdoor advertising industry 
to traffic safety campaigns were 
hailed by public officials and or- 
ganization leaders at the 54th an- 
nual convention of the Outdoor 
Advertising Association of Amer- 
ica here last week, indicating clear- 
ly that, as the Advertising Coun- 
cil has long contended, public ser- 
vice advertising is the best pub- 
lic relations advertising. 

At a session on Wednesday de- 
voted to public policy, Gov. G. 
Mennen Williams, of Michigan, 
headed a panel of important pub- 
lie officials who said that outdoor 
advertising has aided mightily in 
educating the public on the subject 
of safe driving. 

And at the same time they em- 
phasized that the problems of reg- 
ulation of roadside business, in- 
cluding outdoor displays, are being 
worked out satisfactorily on a ba- 
sis of voluntary regulation. 


s They reported excellent coop- 
eration from the industry and out- 
door advertisers, both in eliminat- 
ing outdoor structures which rep- 
resent traffic hazards and in the 
establishment of non-commercial 
zones where necessary to protect 
scenic attractions. 

Speakers at this session, chair- 
maned by Myles Standish, pres- 
ident of the OAAA and a veteran 
in this type of public service ad- 
vertising, included Russell N. Mc- 
Cain, Maryland State Roads Com- 
mission; Theodore J. Kauer, Ohio 
Department of Highways; Mrs. 
George Jacqua, vice-president for 
women’s activities, National Safe- 
ty Council; Dean James E. Mc- 
Carthy, College of Commerce, 
Notre Dame University; and Les- 
lie C. Allman, vice-president, 
Fruehauf Trailer Co., Detroit. 


® Dean McCarthy urged business 
men to become more active in com- 
minity affairs and to be more 
ariculate in presenting’ the story 
of business as a means of stem- 
ming the tide toward statism. 

Mr. Allman, referring to his 
company’s 15-year-old campaign 
in behalf of commercial highway 
trensportation, decried excessive 
reculation of motor carriers as a 
br ke on business, particularly in 
Viw of the trend toward indus- 
tril decentralization. 

aymond Loewy’s poster panel 
de ign, featuring a stainless steel 
mM iding and trim, which was 
ad pted as standard at the 1948 
Co.vention in Memphis, is already 
an established success, judging by 
the enthusiasm with which plant 
SWners reported their use of it. 
Ge \eral Outdoor, for instance, has 


already used the Loewy design on 
3,000 panels in cities all over the 
country, A. L. Bauers, its executive 
vice-president, told the convention. 


@ Among the advantages the 
stainless steel panel has created, 
plant owners said, are greater 
availability of desirable locations, 
due to its improved appearance, 
and better acceptance of the me- 
dium by the public, for the same 
reason. General Outdoor is now us- 
ing this type of panel in poster 
showings in the Times Square area 


of New York City with great suc-'|. 


cess. 

W. Blair Foster, vice-president 
of Foster & Kleiser Co., San Fran- 
cisco, and Cyril Wright, sales di- 
rector of the same company, col- 
laborated in a visual presentation 
of outdoor advertising values 
which is used in informing all em- 
ployes of the company of the bus- 
iness from which they earn their 
living. Reaction of employes to this 
color slide presentation has been 
extremely enthusiastic, they said. 


a Mr. Wright’s material included a 
demonstration of how the Amer- 
ican system of individual freedom 
and mass production and distribu- 
tion works to create the highest 
standard of living any country has 
ever enjoyed. He followed with an 
analysis of the part advertis- 
ing in general and outdoor ad- 
vertising in particular play in the 
maintenance of a mass production 
economy. 

Using the 1946 Ft. Wayne study 
of outdoor advertising circulation 
and readership, made by the Traf- 
fic Audit Bureau, and a similar 
study made in Sacramento by 
Facts Consolidated for Foster & 
Kleiser, he made some interesting 
comparisons of coverage, reader- 
ship, radio and magazines. Out- 
door, he concluded, is a truly mass 
medium of unusually low cost. 


s Victor H. Pelz, managing direc- 
tor of TAB, followed with an 
analysis of new traffic audit re- 
ports for 27 cities just released, 
emphasizing the upward trend of 
circulation as compared with pre- 
war (AA, Nov. 21). 

He said that a study of traffic 
in Cedar Rapids, Ia., over a 30- 
day period, is now being com- 
pleted, with the factors of cov- 
erage and repetition added to the 
circulation data provided by the Ft. 
Wayne study. He said it will pro- 
vide some remarkably valuable 
information for the use of outdoor 
advertisers. This study was fi- 
nanced by General Outdoor. 

Mr. Pelz told the plant owners 
that advertisers and their agencies 
are keenly interested in TAB re- 
ports, and reported that many 
cities in addition to the 27 for 
which reports have just been re- 
leased will be audited in the near 


' Advertising Bureau, 
ithe plant owners for the main-. 
'tenance of a generally high stand- 
ard of service, and urged state 


future. 

John Paver, president and gen- 
eral manager, National Outdoor 
commended 


associations to expand field in- 
spection service as a means of do- 
ing a still better job. 


s With the aid of manufacturers 
of new products which are add- 
ing light, color and animation to 
outdoor displays, Clark Hammond, 
director of advertising and sales 
promotion, General Outdoor Ad- 
vertising Co., put on an unusually 
interesting demonstration Wednes- 
day evening. 

It covered not only painted bul- 
letins but the general subject o! 
embellishment of displays to get 
action by the introduction of novel 
effects through “black light” lumi- 
nescent paints, Scotchlite reflector 
materials, plastics such as Plexi- 
glass for backgrounds and letter- 
ing, and mechanical animation de- 
vices such as those developed by 
GOA. 


s Among manufacturers who ex- 
plained their contributions to more 
effective outdoor displays were E. 
J. Schulenberg, Tune-O-Matic Co., 
Danville, Ill.; F. W. Tetzlaff, Rohm 
& Haas Co., Philadelphia; J. C. 
Heath, Lawter Chemicals Inc., Chi- 
cago, and R. J. Haxon, Scotchlite 
Division, Minnesota Mining & 
Mfg. Co., St. Paul. Color slides 
and motion pictures were used in 
their demonstrations. 

Henry Posner, Pittsburgh Out- 
door Advertising Co., made a plea 
for simplification and standardiza- 
tion of painted bulletins as a means 
of increasing their use by national 
advertisers. ‘‘We have made it as 
difficult as possible for them to 
buy this type of outdoor advertis- 
ing service,” he said. 


a J. P. Gormley, OAI, said that 
national paint volume has grown 
from $5 million in 1944 to $13.5 
million in 1949. He suggested that 
greater flexibility might be in- 
creased by selling painted bulletins 
on a rotating basis, with locations 
changed at three-month intervals, 
and also by selling local adver- 
tisers on shorter-term contracts 
where cooperative advertising with 
manufacturers is involved. 

Plant owners who described suc- 
cessful methods of selling “glam- 
orized” displays were W. Glenn 
Hicks, Post Sign Co., Knoxville, 
Tenn., and W. J. Hueston, Central 
Advertising Co., Jackson, Mich. 

Aggressive sales development 
plans were outlined at the final 
business session Thursday. Kerwin 
H. Fulton, president of OAI, em- 
phasized the necessity of mer- 
chandising outdoor advertising to 
distributors and dealers, especially 
in view of increasing use of co- 
operative advertising by manufac- 
turers. Two new presentations to 
be used in local contact work by 
plant owners were described by 
OAI, 


s The association has set up a plan 
for distributing a series of “Cam- 
paign Experiences,” covering many 
classifications of advertising to 
members, under the direction of 
W. R. Hoskins, Walker & Co., De- 
troit, and also is developing plans 
for contacting trade associations 
which are doing industry coopera- 
tive advertising. This work will 
be headed by H. J. Fitzgerald, 
Cream City Outdoor Advertising 
Co., Milwaukee. 

Others who contributed to the 
story of expanded selling effort 
on the outdoor front were R. F. 
Cochrane, John Donnelly & Sons, 
Boston; Carl Henke, GOA, Chi- 
cago; George E. Wendle, United 
Advertising Corp., Newark; Fred 
B. Nicholson, Kubin & Nicholson 
Corp., Milwaukee, and N. M. Mc- 
Cready, Foster & Kleiser Co., San 
Francisco. 


.an indication of the heavier drive 


FOURSOME AT OAA-—teft to right are Lester M. Price, manager of General Out- 


door Advertising Co.'s Atlanta plant; Harry Crawford, Crawford Advertising Agency, 


Mobile, Ala.; Frank Dunigan, president, 


The Brinkman Corp., Fort Wayne, Ind.; 


and G. B. Haynes, president, Foster & Kleiser Co., San Francisco. These and other 

representatives of the outdoor advertising industry from all parts of the country 

attended the annual convention of the Outdoor Advertising Association of America in 
Detroit. 


Officers of the association were | 
reelected. They are Henry*R. John-| 
ston, Hen Johnston Inc., Reading, | 
Pa., chairman of the board; Myles | 
Standish, Standish-Barnes, Provi-| 
dence, R. I., president; Clarence 
D. Blessed, Walker & Co., Detroit, 
vice-president; Karl L. Ghaster Jr., 
general manager; J. B. Stewart, 
Stewart Poster Advertising, Clin- 
ton, Ia., treasurer; D. W. Vander- 
water, secretary. 

The 1950 convention will be 
held at the Drake Hotel in Chi- 
cago, Sept. 16-23. 


CHEVROLET BECOMING 
NO. 1 OUTDOOR USER 


Detroit—Unofficial estimates of 
Chevrolet’s 1950 advertising pro- 
gram indicate that General Mo- 
tors’ largest division will become 
the No. 1 outdoor advertiser of the 
nation in 1950, as the result of 
the addition of a poster campaign 
featuring Chevrolet trucks all over 
the country next year. 

Chevrolet has been pushing Co- 
ca-Cola for the distinction of lead- 
ing the outdoor field for some 
time, and some experts believe that 
its expenditures in this medium, 
with its heavy poster schedule and 
clock spectaculars, may have led 
Coca-Cola slightly in 1949. With 
the addition of the truck campaign, 


for business in the highly competi- 
tive light truck market now under 
way by all factors, Chevrolet will 
undoubtedly be the leader in out- 
door. 

It is indicated, however, that 
newspapers will continue to be the 
major medium in the Chevrolet 
advertising lineup, as heretofore, 
while Coca-Cola will continue to 
use a larger part of its appropria- 
tion in outdoor advertising than 
in any other medium. 

Campbell-Ewald Co. is the Chev- 
rolet agency, while Coca-Cola ad- 
vertising is directed by D’Arcy 
Advertising Co. 


Clair Heyer to Sue 
BMB for $300,000 


New YorK—Counsel for Clair 
Heyer, publisher of Radio Market 
Guide, reports Mr. Heyer’s suit for 
triple damages of $300,000 will 
be filed against Broadcast Meas- 
urement Bureau in New York fed- 
eral court late this week. 

Mr. Heyer’s charges against 
BMB and its sponsors—National 
Association of Broadcasters, Amer- 
ican Association of Advertising 
Agencies and Association of Na- 
tional Advertisers, also to be cited 
in the complaint—include conspir- 
acy in restraint of trade and at- 
tempt to create a monopoly. Radio 
Market Guide was published in 
Chicago from 1945 to 1946. 

The ex-publisher said he had 
an agreement with the bureau to 
publish radio figures, but BMB 
reneged on it. The bureau, accord- 
ing to Mr. Heyer, instructed its 
subscribers not to release data to 
him, thus causing the demise of 
Radio Market Guide. 


Gibson Wine Names Hall 
Arthur S. Hall has been ap- 

pointed sales promotion manager | 

of Gibson Wine Co., Cincinnati. 


Distribution a 


Key of Economic 
Power: Sawyer 


(Continued from Page 1) 
than other business men.” 

Secretary Sawyer said that many 
economies in the distribution pro- 
cess have already been realized 
and “we can be confident that 
competition will continue to re- 
sult in increasing benefits to the 
consumer.” 

Directing his remarks specifical- 
ly to advertising, he said, “We 
must judge the economic useful- 
ness of advertising by the results— 
the greater availability of goods 
and services to the people in terms 
of what they can buy for their 
wages.” 


@ The Secretary of Commerce 
said America’s salesmen, along 
with all other business men, have 
a great responsibility—that of sell- 
ing “the people on the performance 
of our business system.” This sell- 
ing job requires “a day after day 
effort to convince our people that 
business is for them—not against 
them.” 

“It is not enough to repeat such 
familiar phrases as ‘free enter- 
prise,’” he continued. “It is not 
enough to talk in general terms 
about the blessings created by 
American business. 

“You must point out specifically 
the ways in which business is rais- 
ing our standard of living. You 
must explain in detail the way 
profits are invested in growth to 
create more goods and more and 
better jobs. You must tell the peo- 
ple what business is doing to make 
the worker’s life more secure and 
more rewarding. Above all you 
must be sure that your sales talk 
on these and other points is based 
on the facts.” 


@ Kerwin H. Fulton, president of 
OAI, introduced Mr. Sawyer with 
the aid of a composite newsreel 
showing the secretary in action. 

The guests who heard his ad- 
dress included some of the leading 
executives of the automotive in- 
dustry. Among them were: 

C. E. Bleicher, De Soto; S. E. 
Skinner, Oldsmobile; David A. 
Wallace, Chrysler; Harry J. Kling- 
ler, Pontiac; Hugh J. Ferry, Pack- 
ard; T. H. Keating, Chevrolet; H. 
H. Curtice, General Motors; George 
W. Romney, Nash-Kelvinator; C. 
L. Jacobson, Chrysler; D. S. Ed- 
dins, Plymouth; L. A. McQueen, 
General Tire & Rubber Co.; Stan- 
ley W. Ostrander, Lincoln-Mer- 
cury; Lewis D. Crusoe, Ford; John 
L. Collyer, B. F. Goodrich Co., 
Henry T. Ewald, Campbell-Ewald 
Co., chairman of the board, Na- 
tional Outdoor Advertising Bu- 
reau. 


To Ley & Livingston 
Pilot Mfg. Co., San Francisco, 


'has appointed Ley & Livingston, 


San Francisco, to direct a cam- 
paign for Pilot tools in hardware 
trade publications. 
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Three Name Addison Lewis 


Addison Lewis & Associates, 
Minneapolis, has been appointed 
to handle advertising for Twin 
City Concrete Co., Stewart Paint 
Mfg. Co., and Northwest Hanna 
Coal Co., Minneapolis. William 
Dobson, formerly with the J. F. 
Anderson Lumber Co., Minneapo- 
lis, and Herschel V. Jones, formerly 
advertising manager of the Chron- 
icle, Bozeman, Mont., have been 
named assistant account execu- 
tives of the agency. 


FOR RENT 


Valuable time, ‘*below ceiling"* rates, 
ready for early occupancy. Agent, 
Paul Raymer and Company. Owner 
KIOA, Des Moines, lowa. You can't 
go wrong with Des Moines’ only 10,- 
000 watt* station. It will serve your 
needs admirably in lowa's abundant 
market. Coverage maps, schedules 
and availabilities are yours for the 
asking, . . . See any Paul Raymer 
man or write direct to KIOA, Des 
Moines, lowa. 

*10,000 Watts day, 5,000 Watts night 


Goldberg, Copeland 


Die in Dallas Crash 


New YorK—Among the 28 per- 
sons killed in the Dallas airplane 
crash last week were two New 
Yorkers well known in local ad- 
vertising and publishing circles. 

They were Harry M. Goldberg, 
production manager of Ruthrauff 
& Ryan, and Lewis Copeland, pres- 
ident of Copeland & Lamm. 

Mr. Goldberg and his wife were 
on the way to Mexico City for a 
vacation. He was 47, had been with 
the agency since 1917 and had been 
production manager for the past 
several years. 

Mr. Copeland, 60, headed his 
own company, which prepares 
book mafiuscripts for publication. 
He had been active in the pub- 
lishing field since before World 
War I, when he was managing ed- 
itor of the magazine, Appeal to 
Reason, with offices in Girard, 
Kan. Later, after serving as man- 
aging editor of the New York Call, 
a socialist newspaper, he became 


IT'S EASY, 
IF YOU > 
KNOW HOW! 


With 24 years of successful radio Know-How behind us, we of 
KWKH “fly through the air with the greatest of ease”—get 


spectacular results in broadcasting to our Southern audience. 


Here’s the Hooper proof—our Share of Audience figures for 


Shreveport for Mar.-Apr. °49: 


MORNINGS (Mon. thru Fri.) 
AFTERNOONS (Mon. thru Fri.) 


’ EVENINGS (Sun. thru Sat.) 


KWKH... 39.6% 
Next Station. 23.3% 
KWKH... 31.7% 
Next Station. 29.7% 
KWKH... 42.5% 
Next Station. 28.9% 


With 50,000 watts, CBS, and outstanding local programming, 


KWEKH does just as impressive a job in the rural parts of this 


prosperous four-state area as in Shreveport. Write today for 


the complete facts. 


KW KH 


SIANA 


Arkansas _ 
Mississippi 


The Branham Company, Representatives 


Henry Clay, General Manager 


associate publisher of the E. Halde- 
mann-Julius Little Blue Books. He 
founded the publishing house of 
Lewis Copeland Inc., which was 
dissolved eight years ago when 
he founded his editorial bureau. 
Also killed in the crash was Dr. 
Luis de la Rosa, Mexico D. F., 
president of the Mexican National 
Chamber of Broadcasting. 


ALBERT D. BALLOU 

Cuicaco—Albert Davis Ballou, 
75, retired vice-president and gen- 
eral manager of the former Sur- 
gical Publishing Co., publisher of 
Surgery, Gynecology & Obstetrics, 
died in a hospital here Nov. 29. 

The publication, official journal 
of the American College of Sur- 
geons, now is published by the 
Franklin H. Martin Memorial 
Foundation, in honor of its first 
editor and founder of the college. 
Mr. Ballou joined the company in 
1907 and served for many years 
as general manager of the clinical 
congress section of the surgeons’ 
college. He retired in 1945. 


FRANK M. MOORE 

PrirtspurGH—Frank M. Moore, 
46, public relations account execu- 
tive with Ketchum, MacLeod & 
Grove, was fatally injured Nov. 
24 in an automobile accident. He 
joined the agency in 1945 immed- 
iately after his discharge from 
service with the Army. 

Mr. Moore, a former Chicago 
newsman, inaugurated the use of 
color photography in the Chicago 
Tribune and during the war di- 
rected training film production for 
the Army Air Force at Wright 
Field, Dayton. 


IRVING S. KNOX 

NewsurcH, N. Y.—Irving S. 
Knox, 48, classified advertising 
manager of the Newburgh News 
died at his home here Nov. 22. He 
was formerly with the classified 
advertising department of the 
Hartford Times. 


HARRY N. BLAIR 

New YorkK—Harry N. Blair, 47, 
treasurer of the Associated Motion 
Picture Advertisers and a mem- 
ber of the publicity department of 
RKO Radio Pictures, died Nov. 26 
at his home here. He was formerly 
associated with the publicity units 
of Fox, Pathe and Columbia pic- 
tures. 


CHARLES J. HEALE 

New YorkK—Charles J. Heale, 
49, vice-president and director of 
Chilton Co., and publisher of 
Hardware Age, died Thursday as a 
result of a cerebral hemorrhage 
suffered while enroute to his of- 
fice last Monday. 

Born in Brooklyn, Mr. Heale 
joined Hardware Age as an office 
boy in 1916. He became editor in 
1932, shortly afterward was elected 
a director and vice-president of 
Chilton, and in 1946 was named 
publisher of Hardware Age. He 
was one of the organizers of the 
recently formed Society of Bus- 
iness Magazine Editors. 


L. O. TRIGG 

E.Lporapo, ILt.—L. O. Trigg, 70, 
publisher and general manager of 
the Eldorado Journal, died Nov. 
30 of a heart ailment. 


Hevesy Joins Hoffman Radio 


Frank W. Hevesy, formerly ad- 
vertising manager of Milliron’s 
department store, Los Angeles, has 
joined Hoffman Radio Corp. and 
will be in charge of cooperative 
newspaper advertising in the 11 
western states, New Mexico, Texas 
and Oklahoma. 


Crouch to Schmidt Brewing 


Noel Crouch, formerly with 
Nelson-Willis Inc., Minneapolis 
agency, has been appointed adver- 
tising manager of Schmidt Brew- 
ing Co., St. Paul. Olmsted-Foley, 


Minneapolis, handles the account. 


Reagan Joins Transitads 


Allan Reagan, previously direc- 
tor of public relations of Kelly, 
Nason Inc. and director of adver- 
tising and public relations of 
Phelps Dodge Copper Products 
Corp., has been appointed general 
promotion manager of National 
Transitads. Mr. Reagan succeeds 
Carl H. Sundberg, resigned. The 
company’s promotion department 
will be moved from Chicago to its 
New York offices on Jan. 1. 
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Distributes Paper Kit 


Hammermill Paper Co., 
Pa., has prepared a new sample 
and idea kit for printers and pa- 
per users. The folder contains nine 
basic letterhead styles and sug- 
gestions for their use in variou: 
types of businesses, as well a: 
printed forms adaptable to an: 
type of business. The sample fold 
ers are being offered through th: 
company’s magazine advertise 
ments. 


Pick National Furniture Re- 
view ... because your ad 
in Review will be read 
MORE OFTEN .. . more 
buyers keep a reference 
file of Review than of any 
other publication.* 


Substantiated by a nation-wide stodyatahe ve Reading Habits and Preferences by 
Dr. Albert Haring of indiana eran 3 for your copy of complete survey report. 


NORSIL CO., INC. 
2 East 46th Street 


A WONDERFUL 
CHRISTMAS 
REMEMBRANCE 


Each $1.00 Professional Book has a printed 


cover with your advertisement on it. 


Write for prices. 100 to any quantity for im- 
mediate delivery ...IN TIME FOR XMAS. 
A gift that will be appreciated. 


New York 17, N.Y. 
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ee | Sducators Give 
ane 1 Copy Researchers 


= | Plenty of Ideas 


Fise Leading ‘Profs’ Build 
Popularity of AMA’s 
Copy Testing Sessions 


New YorK—Copy researchers 
here, longtime students of the 
readership study, have adopted 
learning as a new tool and now 
humbly sit at the feet of philoso- 
phers and savants. 

This surprising turn was 
described last 
week to AA by 
James M. Vicary, 
head of copy re- 
search at Benton 
& Bowles and 
chairman of the 
copy testing 
group of the 
American Mar- 
keting Associ- 
ation. 

“We've been 
asking questions 
when we think we know the an- 
swers,” he says. To correct this, 
he thinks copy research should 
reach out to other fields and learn 
from them by “a kind of cross- 
fertilization.” 

Believing this approach was 
worth a try, Mr. Vicary began lin- 
ing up speakers last April for the 
association’s copy research group 
who were drawn from such fields 
as psychology, philosophy and an- 
thropology. So far he’s relied 
mainly on professors, but experts 
in almost any field, such as labor 
leaders, will fit into the program. 
His primary concern is that the 
speaker be both an authority on 
his subject and a good speaker. 


James Vicary 


a Mr. Vicary had some misgivings 
about the program at the start. 
And probably some of the group 
who may not have thought of Ges- 
talt psychology for years, ap- 
proached it in the same way. 

But the academic tone of the 
sessions has packed a surprising 
pull. Lively meetings have been 
provided by such speakers as Bur- 
leigh B. Gardner, prominent an- 
thropologist; George W. Hartmann, 
Columbia professor and authority 
on Gestalt psychology, and Harold 
C. Meyers, expert on semantics. 
Formerly slim in attendance, the 
sessions have gained steadily in 
popularity. 

Part of this success is due .to 
Mr. Vicary’s setting the mood for 
the meetings. Many educators 
seem to view advertising with dis- 
dain, which complicated his task. 
He makes it clear to visiting ex- 
perts that they are not expected 
to Know, or care, more about ad- 
vertising than the average layman. 
An | he advises the audience of this 
in his introductions. A speaker’s 
‘ul ction, he announces, is merely 
‘o iseuss his subject understand- 
ab! , and the copy researchers can 
ap} y what they learn to their 
prc \lems. 


"+. Hartmann’s talk on psy- 
chc ogy warmed up the group in 
Pa: cular, according to Mr. Vicary. 
Dr Hartmann demonstrated such 
PO: ts as the interrelation of the 
Sen cs, and the copy researchers 
we avid listeners. Musing over 
thi Mr. Vieary concludes that 
‘oY testing is moving into more 


SOUTHWESTERN OFFICERS—New leaders of the Southwestern Association of Ad- 
vertising Agencies, elected at the Tulsa convention, are (left to right) Alfonso John- 
son, Dallas, reelected executive secretary-treasurer; David Ritchie, Ritchie Advertising 
Agency, Houston, president; George Knox, George Knox, Advertising, Oklahoma City, 
vice-president; and Monty Mann, Tracy-Locke Inc., Dallas, retiring president. 


oratories, New York, will discuss 
optics, and John Murphy, editor 
of Wallaces’ Farmer and Iowa 
Homestead, will present some 
findings based on his publication’s 
use of Rudolf Flesch’s readability 
formula. Others will cover ethics, 


content analysis, importance of 
simple documentation, and apper- 
ception—perceiving something in 
the copy which isn’t there. It all 
sounds pretty profound, and is, 
but the copy researchers are eat- 
ing it up. 


Mr. Vicary, who has been with 
Benton & Bowles for more than 
a year, joined the agency with a 
solid background in research. He 
was formerly with Benson & Ben- 
son, a Gallup affiliate, and the 
J. L. Hudson department store in 
Detroit. He also started the bureau 
of student opinion at the Univer- 
sity of Michigan. 


Hodgson Elected President 


Thomas Hodgson, public rela- 
tions director of Gamble-Skogmo 
Inc., Minneapolis, has been elected 
president of Northwest Chain Store 
Council. Other officers include H. 
D. Hoiekvam of W. T. Grant Co., 
vice-president; T. G. Adams, F. W. 
Woolworth Co., treasurer, and 
Harold Foster, executive manager. 


Sign Business Purchased 

Corcoran Co., Burlingame, Cal., 
outdoor advertising company, has 
been purchased by Hugh A. Wayne 
and Jerry Joroslow, local public 
relations and advertising counse- 
lors. The company, to be known 
as Wayne & Joroslow, will expand 
its operations in the eight Bay 
Area counties. Offices are at 313 
Lorton Ave., Burlingame. 


Harvey Hancock Appointed 

Harvey Hancock, traffic man- 
ager, Pacific-Alaska division, Pan 
American World Airways, has re- 
signed his post, effective Jan. 1, 
to open his own public relations 
and management consultant of- 
fices in San Francisco. His first 
client, incidentally, is Pan Amer- 
ican. 


ONE TO FULL COLOR WITH Phofo Gelatin 


BROADSIDES e CAR CARDS e WINDOW DISPLAYS « POSTERS 
IRVING WOOLF & CO. 


CHICAGO. 35 S$. DEARBORN ST. 
LOS ANGELES: 6769 LEXINGTON AVE 


® ¢ acs emic spheres. He expects the 
, : un will come when it will have | 
® wh | amounts to a new vocabulary, | 
/ Wl) terms on psychology and 
ot! ry esoteric fields sprinkled all’ 

thr ugh it. | 

ming speakers will examine a 

ty of subjects. Henry How- 
president of Containers Lab-, 


This is a Reilly Duramatrix 
(Patent Pending) from 
which Reilly Plastictypes are 
made. It can be imitated, but 
not equaled—for only four of 
our people know the secret of 
its ingredients. We guarantee 
depth retention! No detail is 
too minute to be faithfully 
duplicated. 


Open areas in the metal 

pattern plate are routed 

to a guaranteed depth of 

55/1000 of an inch. Hand 
finishing is done to rigid 
photo-engravers’ standards. 

Metal pattern plate is molded . 
in Vinylite. We can prove ' 
Vinylite a more faithful me- 

dium than lead. 


After Duramatrix is covered 
with Vinyl powder, heat and 
pressure are controlled by in- 
genious electronic device we 
developed during seven years 
of pioneering plastic plates. 
We quarantee that every 
Reilly Plastictype is tested 
under maximum pressure 
and is scrupulously in- 


spected! 


These critical differences be- 
tween a Reilly Plastictype 
and an ordinary plastic plate 
make a critical difference in 
results. Tear-sheets prove 
Plastictypes superior in 
every respect to the finest 
newspaper electro! So 400 
national newspaper adver- 
tisers have used 4,000,000 
Reilly Plastictypes! 
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Drug Clerks Do 
Little Related 
Product Selling 


AA Writers Find Only 
34 of 110 Clerks Ask 
for Additional Sale 


Cuicaco—In only 13 of the 110 
drugstores visited by ADVERTISING 
AcE resident writers in AA’s re- 
cent dentifrice buying survey did 
drug store clerks or managers 
make an attempt at a related sale. 

As reported in AA, Nov. 21 and 
28, its resident writers in 11 major 
cities entered ten drug stores in 
each city, asked for a dentifrice, 
and waited to see what the clerk 
would sell them. 

Seven of the drug store person- 
nel asked if AA “shoppers” needed 
razor blades or shaving cream, five 
inquired if toothbrushes were 
needed and one solicited an as- 
pirin sale. 

In addition, another 21 clerks 
and store managers half-heartedly 
asked if there would be “anything 
else?” 

But in 76 of the 110 stores no 
attempt was made to sell anything 
else after the dentifrice sale was 
completed. 


s Elliott Marple in Seattle ex- 
pressed the attitude of the major- 
ity of AA’s writers in his com- 
ment: “The absence of related sell- 
ing was appalling. With one ex- 
ception, not one clerk suggested 
another item that I might be in- 
terested in. The customer was 
looked on as some one to serve— 
to satisfy his expressed wants— 
but no more.” 


And he added: “The exception 
was not a fair test, probably. He 
happens to be the store manager 
for a branch drug store... he sug- 
gested toothbrushes, but even he 
,was not very forward, and sug- 
gested only the one item.” 

For other “shoppers” in other 
cities, the comments were mono- 
tonously similar. 


# In Minneapolis none of the 
clerks in stores “shopped” by 
Nathaniel Wood made any at- 
tempt to sell any other product. In 
fact, none of them asked the rou- 
tine question, “anything else?” 

In Washington, one of the ten 
clerks asked about “any other 
items?”; two of ten in Philadelphia 
asked if there would be “anything 
else?” and similar negatively 
phrased queries were heard in 
other cities. 

Only one of the 110 drug clerks 
and managers whom AA writers 
met did an impressive selling job 
for a related item. As Julian Stag 
put it, “he specifically tried to sell 
me a new type toothbrush, which 
has a novel tip at the handle 
end for searching out food in 
teeth after brushing.” 


s Said Maurine Christopher of her 
experience in a New York drug 
store, “I stood a minute, waiting 
for him to ask me if I wanted 
something else. But he didn’t, so 
I left without the leg makeup I 
needed and would have bought.” 

Editor’s Note: This is the third 
of four articles, detailing the re- 
sults of a dentifrice buying spree 
indulged in by 11 AA resident 
writers in as many cities. Details 
of the brands purchased were 
published in the Nov. 21 issue. Mis- 
information about ammoniated 
dentifrices, which druggists give 
their customers, was covered last 
week. The final story will dis- 


cuss the dentifrice price situation. 
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Just off the Press! 


Presenting for the first time to the advertising fraternity at 
large, the principles and psychology of ‘successful Showman- 
ship as applied to advertising to create campaigns that SELL! 
A complete compendium of information, fully diagrammed 
and illustrated, covering the entire field of ad preparation 
from initial concept to final printing. 


60 FULL PAGE PLATES 


LAYOUTS + DRAWINGS + DIAGRAMS 


20 MEATY CHAPTERS 


including: 

Ad Construction @ Approach 
& Appeal © Showmanship 
Sells @ Headlines & Sales- 
lines @ Adjectives & Super- 
latives @ Color Theory @ 
Type: Its History © Typogra- 
phy: Its Use @ Art & Iilus- 
tration @ Photoengraving & 
Reproduction Processes @ 
Amusement Page @ Food @ 
Fashion @ Cosmetics @ Per- 
sonal Slant @ Adapting 
Theatrical Material @ Budget 
& Sales Analysis @ The Spe- 
cialized Appeal @ Institu- 
tional & Cooperative Adver- 


Advertising executive, copy writer, art di- &, 
rector or artist, producer of advertising or 
entertainment, theatre manager, showman 
or publicity representative, radio or tele- 
vision producer, salesmanager or account 
executive-or anyone whose job en- ( 


tising @ Television & Selling 


tails a knowledge of SELLING TO THE " 
ENTERTAINMENT-CONSCIOUS PUBLIC BILL HENDRICKS ; MONTGOMERY ORR 
OVER 200 PAGES (8x11 in.) - ORDER t YOUR COPY Now $750 


nd gift—why not order several?) 


SHOWMEN’S TRADE REVIEW 
1501 BROADWAY, NEW YORK CITY 18, N. Y. 


ea ea ae ae ome ela 


— —————EE 6 copy(s) “Showmanship In Advertising” € 
at $7.50 Please ship postpaid to: 

Neme—___. — RS AA AR. —_____ 
a Se a ee 


City —State 


(NO C. °. D. "s © In Conode odd 25¢ « * Foreign odd 50¢) 


1,275 Celebrate 
Audit Bureau's 
35th Anniversary 


(Continued from Page 1) 
ers alike...It began as an idea 
and an ideal, and it was developed 
into an organization so integrated 
into all publishing fields as to be a 
vital part of the whole.” 


ws Roy Larsen, president of Time 
Inc., told the group that the tre- 
mendous growth of the magazine 
business is largely due to the audit 
bureau. In 1914, when the bureau 
was formed, there were 139 gen- 
eral, agricultural, class, trade, tech- 
nical and advertising publication 
members—with an aggregate cir- 
culation of 20,000,000. Today 
“there are over 700 magazine bu- 
reau members with combined cir- 
culations of 226,000,000—nearly a 
quarter-billion copies ... When the 
population of this country was 
rising from 99,000,000 to 150,000,- 
000 and the national income was 
multiplying some five times, the 
circulations of our Audit Bureau of 
Circulations magazine members 
were increasing some ten-fold.” 
Older members of ABC, Mr. Lar- 
sen recalled, can take pleasure 
from the fact that “this pace-mak- 
ing, pioneer organization came into 
existence as an almost perfect in- 
strument from the start...The 
ABC has grown to be a model of 
a well-run self-regulatory body.” 


we Lee H. Bristol, president of 
Bristol-Myers Co., summed up the 
advertisers’ viewpoint: “The real 
gold value of the ABC is its em- 
phasis and consistent adherence to 
the measurable facts of audited 
circulation. The advertiser knows 
what he’s paying for, and the chaos 
of possible extravagant claims by 
each publisher is reduced to a 
common yardstick.” 

Mr. Bristol called the organiza- 
tion a proven answer to govern- 
ment regulation and regimenta- 
tion. 


a Thomas D’Arcy Brophy, presi- 
dent of Kenyon & Eckhardt, pre- 
sided at the meeting and traced 
the development of an audit bu- 
reau from the time 60 years ago 
when Emery Mapes, head of 
Cream of Wheat Co., hired travel- 
ing auditors to examine publish- 
ers’ circulation books. 

Later, Col. Mapes organized the 
Association of American Adver- 
tisers, which audited circulations, 
but which folded in 1913. Then 
Mapes, with others, organized the 
Advertising Audit Association, 
with Russell Whitman, publisher 
of the Boston American, as man- 
aging director. 

In the meantime, the group that 
was later to become the Associ- 
ation of National Advertisers was 
formed; this group, working with 
A. Wm. Erickson, on behalf of 
New York agencies, and a number 
of publishers, organized the Bu- 
reau of Verified Circulations. The 
merger of these groups in 1914 
formed ABC—with 499 charter 
members. 


m Today the ABC has 1,981 news- 
papers (daily and weekly), 267 
magazines, 367 business papers, 69 
farm publications, 619 advertisers 
and agencies. 

Mr. Brophy called attention to 
the three-way functions of the 
bureau: Legislative in that it es- 
tablishes the standards by which 
circulation is measured, and the 
rules against which audits are 
checked; executive, in that it 
manages the bureau and carries 
on its day-to-day operation; and 
judicial, in that it hears infraction 
cases, and makes decisions where 


procedure is in doubt. 
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Curtis Researchers Give Advertisers 
Any Data Asked, ‘No Matter How Silly’ 


New YorK—The research de- 
partment of Curtis Publishing Co., 
Philadelphia, offers marketing in- 
formation on “everything from 
needles to skyscrapers,” according 
to William Gordon, assistant to 
Donald M. Hobart, Curtis research 
director. 

Pinch-hitting for Mr. Hobart, 
who was ill, Mr. Gordon outlined 
the history of the company’s re- 
search before the statistics-meth- 
ods, presentation and use group of 
American Marketing Association 
last Wednesday. More than 130 at- 
tended “the biggest group meet- 
ing since Gallup and Roper tried 
to explain the polls.” 

As described by Mr. Gordon, the 
Curtis: department was started in 
1911 as an adjunct to the advertis- 
ing department, then later was 
made a company operation headed 
by Mr. Hobart. 


we As organized and presently 
functioning, it has three branches: 
(1) commercial research, cover- 
ing all sorts of exhaustive mar- 
keting and media studies; (2) de- 
velopment research, the company’s 
own “product research labora- 
tory” for improving its books; and 
(3) management planning, entail- 
ing any type of study (such as on 
paper) not covered by the first 
two. 

Mr. Gordon emphasized the 
work of the development division, 
which turns up various types of 
audience research to enable ed- 
itors of the several Curtis publi- 
cations to keep up with changes 
in public taste. 

Holiday, he pointed out, started 
slowly because the first editor 
didn’t heed the findings of this 
research. That editor was replaced 
by one who used these findings 
properly, and the book has gone 
ahead, he said. 


a Curtis marketing studies at- 
tempt, he said, to uncover every 
type of information which the in- 
dividual advertiser might want. 
This means studies on farm imple- 
ments, housing, aviation, foods, 
textiles and many more. These are 
constantly being revised, reveal- 
ing changes in the markets and 
aiding predictions for the future. 
Behind the program are two 
basic aims—to aid the~ manufac- 
turer by giving him information 


which will help him in busine: ;, 
and to help company represent. - 
tives sell more space. 

It is a “100% service organiz .- 
tion,” Mr. Gordon stressed, “a:.q 
we never turn down a request fr 
information, no matter how si! y 
it may sound.” 


Huge British Ad 
Drive in U. S.Is 
Not a Sure Thing 


(Continued from Page 1) 
Workers, P. Ballantine & Sons, Re- 
villon Freres and New Jersey 
Brewers, among other companies 
and associations. 


s At the British consulate here, a 
commercial attache told AA that 
the consulate has no knowledge of 
the Allied Syndicates proposal. 

Many advertising and promotion 
proposals have been made to the 
British government and to various 
industrial groups in England, he 
said, but until a plan is ready for 
implementation the consulate is 
not generally informed. 

Asked whether it seemed like- 
ly that the Allied Syndicates pro- 
posal would be implemented after 
the first of the year, the commer- 
cial attache said that he had no 
means of knowing, but that per- 
sonally he was “rather skeptical.” 


Pillsbury Signs Adams 
to Follow ‘House Party’ 

Pillsbury Mills, Minneapolis, wil! 
sponsor a five-minute daily series 
featuring Cedric Adams over CBS 
starting Jan. 3. Mr. Adams, who 
has Pillsbury as one of his 16 local 
sponsors on WCCO, Minneapolis- 
St. Paul, will follow “House 
Party.” 

The food manufacturer’s spon- 
sorship of the 25-minute audience 
participation show, as of Jan. 3, 
already has been announced. Leo 
Burnett Co. is the agency. 


Nu-Grain Names Ohio Agency 

Ohio Advertising Agency, Cleve- 
land, has been appointed to han- 
dle advertising of Nu-Grain Corp 
of America, specialist in refinish- 
ing and modernizing hotel and in- 
stitutional furniture. Nu-Grain has 
plants in Cleveland, Chicago, New 
York and San Francisco. Business 
papers and direct mail will be 
used. 
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THE MATIONAL BUSINESS DALY COVERING: FURNITURE & BEDDING + UPHOLSTERY FABRICS - CURTAINS & DRA FES 


FLOOR COVERINGS + CHINA & GLASS + GIFTS & DECORATIVE ACCESSORIES - LAMPS & LIGHTING - 


MOUSE ARES 


MAJOR APPLIANCES - RADIOS, PHONOGRAPHS, RECORDS - TELEVISION 
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IH Starts Drive 


for Bigger Sales 
in Light Trucks 


(Continued.from Page 1) 

While International Harvester 
hopes to snare a larger share of 
light truck sales—in competition 
with Chevrolet, Ford and Dodge, 
the industry’s leaders—its adver- 
tising will emphasize the full “all 
new, all proved” line of “heavy- 
duty engineered” trucks. 


a The late °49-50 campaign, 
launched Nov. 30 with large-space 
newspaper announcement ads, will 
include newspapers, general, farm 
and business magazines, network 
radio, and vocational and trade 
publications. Dealers are offered 
a complete direct mail program, 
plus their choice of four other 
media, newspapers, selective radio, 
outdoor posters and movie trailers. 

The campaign will be big be- 
cause International Harvester “has 
a big story to tell,” according to 
M. F. Peckels, manager of the 
consumer relations department. 

“Its new L-line comprises 87 
basic truck chassis models adapt- 
able to more than 1,001 uses, and is 
designed to handle any conceivable 
type of hauling,” he said. “Because 
of the great range of models of- 
fered in the new line, we justly 
describe it as ‘the most complete 
line of trucks in the world.’” 


a The trucks, “new from bumper 
to tail light,” offer a new valve-in- 
head engine, the Silver Diamond, 
and improved versions of the me- 
dium and heavy-duty engines, Mr. 
Peckels said. They also offer a new 
“Comfo-vision” cab design, a one- 
piece curved Sweep-sight wind- 
shield, and other design, engineer- 
ing and mechanical features to cut 
truck operating costs. 

Prices of the new models will be 
‘pretty well in line” with those for 
urrent ones but will be “up 
slightly” on some models. 

Both national and local adver- 
ising capitalize on Harvester’s 18- 
ear leadership in the heavy-duty 
truck field and emphasize that all 
odels—light as well as heavy— 
are “heavy-duty engineered to 
save you money.” 


The company spent more than 
#30,000,000 for the production 
thangeover, including the revamp- 
ing of facilities, layouts and as- 
sembly lines in its Fort Wayne, 
Indianapolis and Springfield, O., 
lants. In addition, the new line 
Was given exhaustive laboratory 
and track testing, as well as more 
than 4,000,000 miles of road driv- 
ng under all kinds of operating, 
eather and road conditions. 

The initial newspaper ad was 
run last week in cities where Har- 
sier operates its own 172 
branches, as well as in many deal- 
fr communities. 

Newspaper advertising and na- 
Monal magazine copy will be re- 


wit! full-color spreads in leading 
bub ications. Harvester expects to 
util: -e more than 100 general and 
far». magazines, trade publica- 
Uon. and vocational journals. 


ac 


mmercials on International’s 


Sun ay afternoon NBC network | new Chevrolet convertible this 


sho’, “Harvest of Stars,” will | 


Spo! ight the new L-line and steer | 


tomers to dealer showrooms. 

& over-all campaign was out- 
last month at a series of 

regional meetings throughout 

duntry for branch and district 
gement heads. Then identical 
ngs were held Nov. 21 in each 


ct sales personnel and deal- 
'S of the area. Public showings 


Sumed after the first of the year)’ 


Last Minute News Flashes 


Young & Rubicam Promotes Geise, Others 


New YorK—Jacob H. Geise, formerly treasurer of Young & Rubi- 
cam, has been named vice-president in charge of finance of the agen- 
cy. Harry H. Enders, previously secretary and assistant treasurer, will 
succeed him as treasurer while retaining his post as secretary. George 
Farrand, of the accounting department, will become assistant secre- 
tary and M. Wray Witten, of the executive department, will fill the 
new position of controller. 


Curtis Publishing Promotes Post and Chaffin 


PHILADELPHIA—Henry W. Post, publications manager of The Satur- 
day Evening Post, has been appointed Curtis advertising manager on 
Jan. 1, with headquarters in New York. Edward J. Chaffin, formerly 
in the publication’s Detroit advertising office, has been named to 
succeed Mr. Chaffin as publications manager. 


Keating Promises National Enameling Proxy Fight 


New YorK—Arthur Keating, president of Ekco Products Co., Chi- 
cago, and a director of National Enameling & Stamping Co., Milwaukee, 
last week charged Nesco officials with mismanagement and neglect, 
and promised a proxy fight aimed at unseating Nesco officers and 
directors at the Dec. 6 directors’ meeting in Chicago. Mr. Keating’s 
main fire was directed at Alfred J. Kieckhefer, president of National 
Enameling until April 12, 1949. Mr. Kieckhefer called the charges “a 
lot of nonsense,” and said that the matter would be threshed out at the 
coming board meeting. 


Clague Replaces Slocum as ABC Director 


New YorkK—Stanley Clague, circulation manager of Modern Hospital, 
Chicago, on Dec. 2 was elected a director of the Audit Bureau of Cir- 
culations to serve until the next general annual meeting. The position 
was occupied by the late George M. Slocum, publisher of Automotive 
News, Detroit. 


Scott Heads New Heublein Unit; Other Late News 


M. D. L. Scott, formerly sales promotion manager of G. F. Heublein 
& Bros., Hartford, has been named director of the company’s new pub- 
lic relations department. e Robert M. Reuschle, formerly with Head- 
ley-Reed Co., has joined McCann-Erickson, New York, as manager of 
radio-television time buying. e David W. Cole, previously with Drug 
Topics, has joined Modern Beauty Shop, New York, as a sales repre- 
sentative. e American Builder is now accepting contracts for 12 double- 
page, color-bleed advertisements to run consecutively within one year 
at the special rate of $1,100 per insertion, the publication’s b&w rate. 

Shwayder Bros., Denver, has launched its Christmas drive for Sam- 
sonite luggage with a spread in Collier’s and will foliow with pages 
in Ladies’ Home Journal, The Saturday Evening Post, and Woman’s 
Home Companion, Grey Advertising Agency, New York, has the ac- 
count. e American Family’s circulation guarantee goes up 100,000 to 
500,000 with the January issue. Rates are now $1,000 for a b&w page, 
and will go up 25% starting with the April, 1950, issue. e Charles 
Bauer Jr., formerly with Batten, Barton, Durstine & Osborn, has joined 
French & Preston, New York, as art director. 

Castle Films, producers of 8 and 16mm home movies, launches its 
biggest sales promotion drive in January. Magazines, cooperative news- 
paper ads, and direct mail will be used. Monroe Greenthal Co., New 
York, is the agency. e Modern Lamps, new merchandising publica- 
tion published by Krieger Publications, New York, will be out in Jan- 
uary. e The Wander Co., Chicago, for Ovaltine, will share the Tuesday 
and Thursday sessions of “Howdy Doody” with Colgate as of Jan. 3. 
Wander’s agency is Grant Advertising. This sale leaves the half-hour 
daily kids’ show with only three unsponsored 15-minute periods. 

P. Ballantine & Sons, Newark, N. J., through J. Walter Thompson 
Co., will start sponsorship of “Believe It or Not” (NBC-TV) on Jan. 
4. e As of Jan. 1 WPIX, New York, will charge $200 and $150 for one- 
minute and 20-second spots, respectively. Current rates are $150 and 
$90. This is the first rate increase for the TV station, which will raise 
its hourly charges in a new card next year. e Local 829, United Scenic 
Artists (set designers, scenic artists and costume designers), reported 
some progress in its negotiations with telecasters last week. A mem- 
bership meeting in New York today (Dec. 5) will decide if the union 
will picket TV stations in the strike which started Nov. 28.eC. M. 
Kemp Mfg. Co., Baltimore, has appointed VanSant, Dugdale & Co., 
Baltimore, as its agency. e Brock-Hall Dairy Co., New Haven, has 
added John E. Boisseau as sales promotion manager. e Thomas A. Mc- 
Corry, formerly with the American Newspaper Advertising Network, 
has joined the eastern sales staff of the St. Louis Post-Dispatch. 


telligent, stimulating articles... 
and a dash and zest and easy ur- 
banity that are truly cosmopolitan 
—and very much its own.” 

F. H. Mihill, copywriter with 
Cabell Eanes Inc., Richmond, Va., 
took second grand prize, a $750 
gift certificate for purchases at 
Lord & Taylor. 

Cosmopolitan awarded 1,015 
prizes during the four months of 
the “Cosmo-Quiz.” It used a bus- 
iness paper campaign to spread 
news of the contest for advertis- 
ers, agency men, and their fam- 
ilies—who are usually elbowed out 
of consumer contests. . 

Donahue & Coe is the agency. 


LOUIS O. TILTON 


were held at dealers’ showrooms 
Nov. 30. 

Young & Rubicam, Chicago, han- 
dles Harvester’s truck account. 


Tobaccoman Wins 
Cosmo-Quiz’—and 
a New Chevrolet 


New YorK—Edward Rollins, as- 
sistant to the public relations di- 
rector, R. J. Reynolds Tobacco Co., 
Winston-Salem, N. C., will have a 


Christmas for submitting the first 
grand prize statement in Cosmo- 
politan’s quiz for the “Ad Biz.” 

Mr. Rollins previously won the 
first monthly prize, a $150 Lon- 
gines watch, in the July “Cosmo- 


Quiz” and in August second month- tired publisher of Hunting & Fish- 


pepe Py die 


SuPees TO Taste 


Old Classic 


On the “Best-Ceilar’ Lint 


. me pengaren t 


MR. TASSEL—This two-color magazine ad 

by Continental Distilling Corp. and forth- 

coming newspaper, magazine, car card, 

outdoor and other advertising for Old 

Classic will feature the humorous figure 

designed of red tassel. Cecil & Presbrey 
is the agency. 


Second Chicago TV Meeting 
Scheduled for March 6-8 

The Chicago Television Council 
last week set March 6, 7 and 8 as 
the dates of its second annual 
Chicago Television Conference. 
Unlike last year, the date does 
not conflict with other known in- 
dustry conventions. 

According to George Harvey, TV 
Council president, 11 panel dis- 
cussions -covering all phases of 
video activity already have been 
scheduled. Speakers have not yet 
been announced. 


‘Star’ Adds New Edition 

The Sunday Star, Wilmington, 
Del., on Jan. 8 will add a Saturday 
night edition. The paper added 16 
pages of color comics on Nov. 20. 


Hooperatings 


Week of Nov. 15-21 
For Evening Radio Programs 


Hooper Tells 
How His Impact 
Ratings Work 


New YorK—C. E. Hooper Inc. 
last week unveiled its new “sales 
impact ratings” technique—a ser- 
vice designed primarily for the use 
of advertisers. 

Mr. Hooper revealed he has per- 
fected a method of reporting on 
the usage of a radio sponsor’s prod- 
uct in listening and non-listening 
homes. This service, for network 
radio, is available on a per pro- 
gram basis, he said, adding that 
it can be extended later to cover 
“local radio and local and network 
T¥" 

The researcher suggested that 
he is entering the new field now 
because of the intense interest of 
advertisers in determining the 
comparative sales impact of radio 
vs. video. 


s “Currently available reports are 
limited to 80 programs, which in 
the winter of 1949 were sponsored 
by frequently purchased products 
and which enjoyed above-average 
size audiences,” he said. 

A test case cited by Mr. Hooper 
at a press luncheon covered a soap 
opera sponsored by a household 
cleanser. Information on listening 
was obtained by diaries mailed in 
January-February to a cross sec- 
tion of the country’s population. 
Data on usage was also obtained 
by diaries, but these were mailed 
a couple of months later to fam- 
ilies which replied to the first in- 
quiry. The second diaries (on us- 
age) went out under a different 
letterhead and address. 

“Separate mailings were made in 
an effort to get a true consumer 
picture,” Mr. Hooper explained. 
“There are people who, after they 
have answered a questionnaire 
saying Lux Theater is their 
favorite program, feel they should 
list Lux soap as the brand they 
have on hand in the house— 
whether it is or not.” 


a After determining the number 


OR RD Mc dnetvebececernecess 25.8 . : 

Jack Benny (Lucky Strike, CBS) .......... 23.5|of listeners and non-listeners to a 
Walter Winchell (Kaiser-Frazer, ABC) .20.9 particular program the Hooper 
My Friend, Irma (Pepsodent, CBS) ...... 20.8 ‘ “ : 
Godfrey's Talent Scouts (Lipton’s, CBS) ....19.3| 0rmula calls for a “matching the 
Fibber & Molly (Johnson's wax, NBC) ....18.3| Sample process,” which purported- 
—— . a BOB) sosces ey ly eliminates all factors influenc- 
0 ope (Swan, thew d cade ead bed 6 6.4} ; to. 
Charlie McCarthy (Coca-Cola, CBS) ...... 16.4|'98 usage of product except lis 
Bing Crosby (Chesterfield, CBS) .......... 16.3| tening to a particular show, which 


Mr. Keen (Whitehall, CBS) .............. 15.3 
Crime Photographer (Philip Morris, CSS) ...15.2 


is what “sales impact ratings” in- 
tend to measure. 


Dennis Day (Colgate, NBC) .............. 15.1 C A - 
People Are Funny (Raleigh, NBC) ........ 15.0 omparison figures on usage of 
Bob Hawk (Camel, CBS) ................ 15.0|}the product (interviewers were 


Pulse TV Ratings 
Week of Nov. 1-7 
Evening Once-a-Week Shows 


asked to name brands they had 
used in the last six weeks) are 
calculated for these “matching 
samples.” In the case of the un- 
identified soap opera, usage among 


Covering listenership in Boston,| listeners was from 12% (North 
Chicago, Cincinnati, Los Angeles,|Central area) to 136% (Mountain 
Philadelphia and Washington and Pacific, a new area for the 
Texaco Star Theater (NBC) .............. 59.9|product) greater than for non- 
Godfrey's Talent Scouts (Lipton’s tea, listeners. 
eters spy oe 46.9 ae oll : 
The Goldbergs (Saka, CBS) ............. 40.4; By community sizes, usage by 
Godfrey and His Friends (Chesterfield, listeners was from 20.9% (small 
Seppe reer ter pegepay 40.3| 4: a ; 
Toast of the Town (Lincoln-Mercury, pa cities) to 130% (farms) greater. 
DE “nic cheneNeen ene heeeenek en soa 0 9, B inco l ls u sage 
Step the iMusic (Admiral, Oid Geta: A8C) ||34.7| DY income levels the plus usag 


Fireside Theater (Procter & Gamble, NBC) . .34.2 


| percentage for listeners over non- 


Studio One (Westinghouse, oy bipetavend 33.9 | listeners ranged from 25.2% (low- 
Philco Playhouse (NBC) ............. 
Suspense (Auto-Lite, CBS) .............. 29.1 er) to 49.5% (upper). 


Nielsen-TV-Rating for New York Area 


(50-Mile 


Radius) 


Top Ten Evening, Once-A-Week Programs 
Four Weeks Ended Nov. 12 


Boston—Louis O. Tilton, 70, re- | 


All figures copyright 


by A. C. Nielsen Co. 


% TV Homes Using 
(At Telecast Time) 


‘-@ company’s 75 districts for) 
joyed July Cosmopolitan because 
‘it has adult, literate fiction... in- 


a a 


ly prize, a $90 Sheaffer pen and 
pencil set. His winning statement, 
submitted for July, was: “I en- 


x i 
aie F Py 


ing, died Nov. 29 at his home. Mr. 
Tilton, who retired in 1946, had 
been secretary-treasurer of Na- 
tional Sportsman Inc., publisher 
of the magazine. 


| Rank Program (Number of Homes Homes iv Radio 

Telecasts) % «n00) % 
1 Texaco Star Theater (4) 74.3 606 e. 5 7.5 
2 Toast of Town (4) 50.5 412 72.8 5.1 
3 Talent Scouts (4) 49.3 402 73.2 6.3 
4 The Goldbergs (4) 48.9 399 76.5 5.6 
5 Philco TV Playhouse (4) 39.3 320 71.0 2.5 
6 Suspense (4) 37.5 306 71.9 9.3 
7 Studio One (4) 36.7 299 63.1 4.6 
8 Godfrey & Friends (4) 35.2 287 63.7 8.2 
9 Fun For All (2) 34.3 280 65.0 9.5 
10 Fireside Theater (4) 33.4 272 73.3 9.5 
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‘Turbulent’ Days Over, 


ABP Turns to Service 


(Continued from Page 1) 

To fully meet this challenge of 
modern life and modern living 
will probably require “truly great 
and probably expensive editing,” 
he said, but its implications for 
the business press and for adver- 
tisers are tremendous. 

All of Monday was given over 
to shirt-sleeve clinics in which 
problems of editors, salesmen, sales 
managers, circulation, promotion, 
production and accounting were 
discussed informally. 


a The Tuesday general session 
started off with a frank discussion 
of the recent turbulent days of 
ABP, in which a schism developed 
over the free and controlled cir- 
culation problem, and over the 


auditing of vocational breakdowns 
of unpaid portions of circulation 
by the Audit Bureau of Circula- 
tions. 

Again and again, James G. Lyne, 
ABP president and president of 
Simmons-Boardman Publishing 
Co., emphasized that the ABP did 
not intend to devote itself or its 
energies solely to the matter of cir- 
culation, but instead to continue 
and develop a well-rounded pro- 
gram of practical value to all pub- 
lishing members. 

Thomas B. Haire, vice-president, 
Haire Publishing Co., and secre- 
tary of ABP, brought the circula- 
tion argument into full focus in a 
carefully reasoned analysis in 
which he pointed out that the cir- 
culation controversy “is not a fight, 


FIGURE THE ODDS... by Kx°X 


coverage of KXOK .. 
or call your John Blair man. 


630 KC 5,000 WATTS FULL 


in spite of TE DDY/ COCLIDGE 


Fal (EL 


fh 


BUT THE ODDS ARE IN YOUR FAVOR when you pick Charley Stookey's 
“Town and Country” program on KXOK to sell farm products. Persua- 
sive salesman, Charley Stookey, is widely known in KXOK-land, with 
legions of listeners from 6:00 to 7:30 a. m., Monday through Satur- 
day. To build sales in the vital-to-advertisers 112-county, 5-state 
. phone, wire, write for availabilities today . . . 
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EDITORS—Here are three of the new officers of the National Conference of Bus- 

iness Paper Editors, snapped during sessions of the Associated Business Publications 

in New York last week. (Left to right): S. R. Bernstein, editor, Advertising Age; Julien 

Elfenbein, editorial director of Haire Publishing Co., and new president of NCBPE; 

and Philip W. Swain, editor of Power and Operating Engineer. Messrs. Bernstein and 

Swain are vice-presidents of the group; missing is C. B. Tavenner, editor of Railway 
Age, elected secretary-treasurer of NCBPE. 


but an honest difference of opin- 
ion,” and added: 


“We believe that paid circula-| 


tion is the keystone to satisfying 
our readers and proving that we 
satisfy them. Through this device 
we offer our advertisers a highly 
selective circulation which has 
proved its interest in what we 
have to offer by paying for it. 

“We simply don’t believe we 
would offer our advertisers as 
good a buy if we were not paid 
papers. If we did we would cer- 
tainly be foolish to break our necks 
not only in developing the proper 
kind of paid circulation, but in 
maintaining the extensive records 
necessary to enable the Audit Bu- 
reau of Circulations to certify and 
identify our readers.” 


e Mr. Haire pointed out that bus- 
iness papers observing ABC rules 
are merely following the same 
standards which apply to all major 
printed media. But, he said, bus- 
iness papers, with only about 350 
out of 1,800 as ABC members, and 
an additional 200 as members of 
Controlled Circulation Audit, are 
out of step with other printed 
media. The overwhelming majority 
of newspapers, of important na- 
tional magazines and of farm pub- 
lications are ABC audited, he said, 
whereas the majority of units in 
the business paper field are not 
independently audited at all. 

With reference to the dispute as 
to whether ABC should provide 
occupational breakdowns of non- 
paid portions of business papers 
which are ABC members, Mr. 
Haire said flatly: 

“We believe that we should not 
dignify our sample copies and our 
free copies by having them audited 
by the same organization which 
audits our paid. We should not 
count our failures to make a sub- 


scription sale equally with our 
successes.” 
@ Robert K. Leavitt, former ad- 


vertising and agency manager and 
at one time managing director of 
the Association of National Adver- 
tisers, also spoke on the circula- 
tion problem. 

Mr. Leavitt was called in by 
McGraw-Hill Publishing Co. to 
take an unbiased look at the case 
for paid circulation, and after ex- 
tensive research is preparing the 
statement of the case which is ap- 
pearing as advertising in the trade 
press. 

Mr. Leavitt, too, emphasized that 
he was interested only in present- 
ing a “reasonable case” and not 
in indulging in a fight. The tone 
of the discussions now appearing 
as advertising under the McGraw- 
Hill banner is proof of this, he said. 
He emphasized also that a rea- 
sonable case cannot be stated in 
150 words, and that the current 
series will of necessity unfold 


‘slowly. 


gs The ultimate value of a pub- 
lication to advertisers rests on the 


*¥. fae et ; 


integrity of the publisher, in his 
circulation methods as well as in 
other ways, Mr. Leavitt said. 

There are good people and good 
publications in the controlled cir- 
culation field as well as in paid 
circulation, Mr. Leavitt said, but 
added that the case for paid cir- 
culation is a strong case, “because 
it is founded on the public in- 
terest, but it is not an open and 
shut case.” 

Subscription payment in itself 
is not an indication of a better 
paper, he said, but “the statement 
of a reasonable case shows that 
paid circulation tends to affect 
reader influence and advertising 
results.” 

One cornerstone of a free press, 
Mr. Leavitt asserted, is the right 
of the reader to choose his pub- 
lications, and any method which 
tends to destroy paid circulation 
is dangerous. 


w One of the best features of the 
session was the highlight report 
of the promotion committee, pre- 
sided over by Art Bamford Jr., 
vice-president of Bakers Weekly 
and chairman of the ABP promo- 
tion committee. 

With the aid of numerous com- 
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mittee members, Mr. Bamford r . 
viewed the promotional work jf 
ABP, upon which more than h: |{ 
of ABP’s total income is spent, a: 
previewed future moves in t! is 
direction, which in general w || 
follow the informative advertisi .g 
formula followed in the past. 

ABP advertising has been ex- 
tremely resultful, and hundre is 
of thousands of promotional pie: es 
have been distributed as a resiilt 
of the advertising and of dir ct 
mailings to agencies and others 


ws The afternoon session was ce- 
voted to a report on the outlook 
for costs in 1950, by N. O. Wyn- 
koop, vice-president and comptrol- 
ler, McGraw-Hill Publishing, and 
a case study of how the ABP cos 
reports are used, presented by 
Charles Hashagen, treasurer, Chuin 
Store Age. 

P. I. Prentice, publisher, Arcii- 
tectural Forum, and former pub- 
lisher of Time, reported on his 
first year as a business paper pub- 
lisher. 

He has found, he said, that what 
business publications lack in size 
of circulation they make up in in- 
tensity of readership and impor- 
tance to the readers they serve. He 
added: 

“I have pretty much made up 
my mind that general advertisers 
would get more from their gen- 
eral advertising if they backed it 
up by bigger appropriations in the 
business paper field. And I am 
pretty well convinced that all o! 
us in business paper publishing 
ought to do less purely competitive 
selling and instead enlarge the 
scope of the business for the entire 
field.” 


ws William K. Beard Jr., who has 
recently been named executive 
vice-president of ABP, and wil! 
shortly be named president if a 
proposal to change the bylaws of 
the organization is adopted by the 
membership, received an ovation at 
the sessions. 

It was emphasized that his 
choice as head of ABP was not sug- 
gested by McGraw-Hill, where he 
has been for many years, but that 
the suggestion came from other 
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in refrigeration and 
air conditioning 
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An ad in “R. E.” 
is an ad 
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Put your sales message in working 
clothes . . . send it where hard hit:ing 
advertising really pays off . . . to the 
Original Equipment Manufacturer in 
refrigeration and air conditioning. Re- 
frigerating Engineering reaches nore 

“executive engineers” in these pl nts 
than any other publication in the f ‘Id. 

These “executive engineer” rea: ers 
are the men who buy raw mater 1s, 
components and assemblies by the 
carload for this $2,500,000,000 ma: «et- 
They’re the big volume buyers ov 
must sell to sell this big volume ma: :¢t- 


Want helpful facts on the sales °o 
tential of your product in the refri: e 
ation and air conditioning mart? 
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DAIS—Assembled on the platform for the 
leaders: Paul E. Clissold, Bakers’ Helper; Robert E. Kenyon Jr., Printers’ Ink; Julien 
Elfenbein and William R. Hunter, both of Haire Publishing Co. 


ABP meeting were these group discussion 


publisher members and as a sur- 
prise to both Mr. Beard and his 
employers. 

In a brief statement to the meet- 
ing, Mr. Beard made his position 
crystal clear. He did not want the 
job, he said, but he had an abiding 
interest in ABP, and asked only 
to be judged on his record. 


s At the all-day session of edi- 
torial people on Monday, a special 
meeting of the National Conference 
of Business Paper Editors was 
convened to elect new officers, due 
to the resignation of officers who 
are affiliated with publications 
which have resigned from ABP. 

Julien Elfenbein, editorial di- 
rector, Home Furnishings Group, 
Haire Publishing Co., was named 
president. P. W. Swain, editor, 
Power, was named eastern vice- 
president, and S. R. Bernstein, edi- 
tor, ADVERTISING AGE, western vice- 
president. Secretary-treasurer is 
C. B. Tavenner, editor of Railway 
Age. 

Executive committee members 
are Roger Barton, Advertising 
Agency and Advertising & Sell- 
ing; C. M. Burnam Jr., Heating, 
Piping & Air Conditioning; T. C. 
DuMond, Materials and Methods; 
Samuel Kaylin, Administration 
Edition, Chain Store Age; L. C. 
Morrow, Factory Management and 
Maintenance; Eldridge Peterson, 
Printers’ Ink; Francis Smith, 
Southern Power and Industry; 
Harold E. Snyder, Bakers’ Helper, 
and Robert Taylor, Chemical In- 
dustries. 


Westinghouse Appliance 
Revamps Ad Department 


In a reorganization of his depart- 
ment, J. R. Clemens, manager of 
the advertising department of the 
Westinghouse Electric Appliance 
Division, Mansfield, O., has added 
Ed. J. Hegarty, manager of sales 
training, to his staff as sales train- 
ing director. 

Three new supervisory. positions 
have been created. Robert M. Fich- 
ter, formerly supervisor of small 
appliance advertising, becomes 
manager of major appliance ad- 
vertising and sales training. 
Charles D. Guy Jr., a former West- 
inghouse employe and Proctor 
Electric Co. advertising and sales 
executive, will be manager of elec- 
trie housewares and vacuum 
C eaner advertising and sales train- 
ing. H. Robert Cummins continues 
t manage fan, refrigeration speci- 
ales and Coca-Cola cooler ad- 
vertising and sales training at the 
d —s East Springfield, Mass., 
Pant, 


O'fers Wife Insurance 


Mary Lee Candies Inc., Norwalk, 
| is offering a “wife insurance” 
P! n (policy included), which cov- 
&: Christmas, St. Valentine’s Day, 
S} ‘cial anniversaries and other gift 
oO asions. There is a “full cover- 
a>” plan and “partial coverage,” 
W ich may include any combina- 
ca of seven events. William 
G .zer Advertising Agency, Cleve- 
lad, handles the account. 


t Shop’ Promotes Contest 


‘vanger’s Kennel Foods, Whee’- 
‘in, Il, has started a contest for 
T viewers offering pedigreed ani- 
™ \s for winning testimonials. The 
Co \test is being announced on 
p, nger’s weekly video show, “The 

©: Shop,” Tuesdays, 5:30-6 p. m., 
©', over WNBQ, Chicago. 


Gross Joins Biow Co. 


Lyn Gross, formerly advertis- 
ing manager of Montague-Harris 
& Co., San Francisco, has joined 
the media department of Biow Co., 
San Francisco. 


KERG Appoints Trommilitz 


L. W. Trommlitz, formerly man- 
ager of KORE, Eugene, Ore., has 
been named manager of Eugene’s 
new Station KERG. 


250-Watt Ventura 
Station Goes Long 
Way to Cut Costs 


VENTURA, CAL.—When you really 
want to keep down overhead there 
are means of doing so, Mort Wer- 
ner, manager of KVEN, 250-watt 
station here, has learned. 

Here are some of the innovations 
he has introduced: 

1. All local business contracts are 
strictly verbal. 

2. Night rates are the same as 
day rates, on the theory that com- 
petition from Los Angeles stations 
increases after sundown. 

3. Instead of indiscriminate 
raises, staff members of all depart- 
ments are given local accounts to 
service and collect 15% commis- 
sion as long as they keep them 
satisfied. 

4. Most local commercials are ad 
libbed from notes or memory, 
often by the salesman who sold 
the account. If the announcer is at 


a loss for words, he phones the | Red Cross Siarts Contest 


client while on the air and in- 
terviews him with an open mike. 


AFA Announces 10th Annual 
Competition for Club Awards 


The Advertising Federation of 
America has announced rules for 
its 10th annual competition for 
awards for outstanding adclub 
achievement, which offers first and 
second awards in three major 
classifications: Public relations for 
advertising, public service through 
advertising, and education in ad- 
vertising. 


The American National Red 
Cross, Washington, has announced 
rules for its seventh annual cover 
contest for company publications, 
with awards to be announced at 
the convention of the International 
Council of Industrial Editors next 
May. February, March or April 
covers featuring the Red Cross 
motif may be entered, with the 
contest closing April 7. 


Affiliated clubs may submit en-' 
tries in one, two or all three classi- | 
fications, and all entries must 
reach AFA headquarters in New) 
York by next May 1. Awards will | 
be presented to the winning clubs 
at the federation’s 1950 convention 
in Detroit, May 31-June 3. 


Metco Account to McCain 
McCain & Associates, Indianap- 


olis, has been appointed to handle 
advertising and sales promotion of 
Metco Laboratories Corp., Indian- 
apolis. 


ORTHWEST 
-TEWS FLASHES 


Retoiltumber, buildin ys Materials 
and Coul Ogpler. ’ 


@ 4200 Dealers Serving 
@ 10 million persons 
@ 3 million farm population 


Montano, Wyoming, Wisconsin. 
1013 Fourth Ave. Se., Minneapolis 4, Mina. 


fur coat! 
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ing “buried offerings.” 


eee ASE. 
TREASURER enjoying his power. 
on front office big-shots. No more money in budget for 
last-minute gifts. Have to draw the line somewhere. 
Savors forthcoming scrutiny of expense accounts, contain- 


commissions to 20%. Just okayed Christmas gift-list. Didn't 
know clients employed so many people. There goes wife’s new 


Just clamped down 


January. 


JUNIOR LEG-MAN reflecting happiness cast over en- 
tire office by his suggestion to send Seagram’s Gin to 
everybody this year. Prexy and Treasurer told him to add 
a case for himself. Is getting his own desk upstairs come 


AMERICAN ORIGINAL 


Anybody here YOU know? 


AGENCY PREXY pondering whether agency dare increase , ACCOUNT EXECUTIVE worried sicker than ever. Just re- 
membered six more names for client gift-list. Knows the “Chief” 
will take it out of his bonus. Wonders if he can find room for 
them in expense account. 


ot] 


BREN a teat oe 


RAM'S GIN 
-- a naturally Golden Gin. It’s poet 
pa too. A rare gift that makes 


! 
best gin drink taste even better: 


way of saying “May the best of every- 
thing be yours” to top-drawer clients 
or names way down on the list. Sea- 
gram’s is a golden gin... beautiful 
and distinctive in its Ancient Bottle. 
Special gift cartons available where 
legal. 


Thanks to Clare Barnes, Jr.; Doubleday & Company, inc., and 
Bell Syndicate, inc., for allowing us to reprint these photos from 
their terrific best-seller ‘White Collar Zoo.” 


DISTILLED FROM AMERICAN GRAIN. 
90 PROOF. SEAGRAM-DISTILLERS CORP., N.Y. 
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CHESTER H. ROTH (seated) 
—_ with (left to right) L. B. 


, Chester H. Roth Co., Inc., 


cBride, Chic 


Charles Freeman, Hirshon-Garfield 
ices Lehow, vice pres. Using coloroto 
places 


coll ’s hosiery manufacturer 
the Tribune. 


his 


ency, A. P. Slaner, vice 


es in the Chicago Sunday Tribune 
newspaper promotion cachudtvely i in 


TAKING TIME OUT for a cup of Standard Brands’ Tender Leaf 
Instant Tea are (left to right) Walter Koch, wholesale rep., Standard 
Brands, Inc., Walter Mortensen, sales supt., and Paul Dean, Chicago 
Tribune gen. "adv. staff. More of the Tender Leaf Tea promotion budget 
is placed in the Chicago Tribune than in all Chicago newspapers com- 

bined. Compton ce Inc. is the agency. 


FOR GREATER SALES 


discusses promotion 
o Tribune ad staff, A. B. Neuville, 
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peting dealers 

on the north side of Chicago and suburbs 
are featured in the above ad from the 
campaign placed by Olympic Radio and 
Television under the ‘Chicago Tribune 
Selective Area Co-operative Advertising 
. The above copy appeared in the 
etropolitan Neighborhood zoned pages 
— on Thursdays for the families 
ving on the north side of Chicago and 
suburbs. Dealers located in the west and 
south zones are featured in similar copy 


-circulated in the Neighborhood pages 


published for the south and west sides of 

a o and suburbs. Dealers pay half the 
the campaign with manufacturer 

and distributor sharing the other half. 


TEA AND 
TELEVISION, 


AND MUSICAL 
INSTRUMENTS 


i 


THE OFFICE of Arch Ward 
(seated, rear) Chicago Tribune 
sports editor, provides a realistic 
setting for a scene in Central 
National Pictures’ forthcoming 
film production, ‘‘The Golden 
Gloves Story,’’ starring James 
Dunn. Originated in 1928, the 
Chicago Tribune’s Golden Gloves 
tournaments in Chicago have 
played to an a now in 
excess of 1,408,000. 


radio and TV sets than all 


ADVERTISE 


tronics advertising medium, the the Fribune receives more of the promotion b 


*““THE RESULTS amazed our most optimistic merchandisers,” reported 
G. La Mair, pres., Lyon & Healy, Inc., following the firm’s warehouse sale 


launched exclusively with a full page advertisement in the Chi 


Louis 


Sunday a bette 


Tries. With Mr. La Mair (seated above) are Evan M. . Klock left), ad An 


.» and Walter D. Sherman, 


HAPPINESS TOURS EXECS Sa okay on this travel agency’s advertisement 
inter Travel and Resort orem of Dec. 4. 

9 _ Hose Adv. Inc., J 

Barron, adv. mgr., and Charles Brown, 


for the Chicago Tribune annual 
Left to right are Frank L. a 
ow mgr., Happiness Tours ne L, 


cago Tribune adv. staff: Happiness Tours places in 


of its Chicago newspaper promotion budget. 


newspapers com 


IN” 


Chicago Tribune retail ad staff. 
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